PUBLISHED EVERY OTHER MONDAY e JUNE 19, 1961 








ildi : 
Su i ‘ rm go @ ‘‘ERO, THE BUILDER’S HERO” 


e The Scotty trademark symbolizes 
KA et t | a j Ero’s flair for cash-and-carry 
e a Poe | Ss merchandising 
See Index—Page 5 


MERCHANDISER 








; @ WHAT BMM EDITORS SAY 
American ABOUT CASH AND CARRY 


formerly | 1 umberman —Page 60 





@ MACHINE ACCOUNTING 


~Page 62 


°ofilms 


rc 


@ PAINT SELLING TIPS 


Micr 
St 


Pe. > 
3.3% 


313 N 
«nn Arbor Mich 


Jnive 
3 





STORE BUSINESS 
DOUBLES OVERALL 
YARD VOLUME IN 
FOUR YEARS - 
FOR THIS DEALER 


(See 
Hardware/Store Business 


section) 











Sell more luxury under the sun! 


} 
i 


Uy 


fa 
= hy 
Pe 


ied oes | oe 


The proof’s in for Barclite XR1000. Distributors, dealers, 


with successful, profitable builders, pe sige shouting its praises from the 


rooftops (paneled with unique Barclite XR1000, of 
course!). Though introduced only a few months ago, 
improved Barclite XR1000 Fiberglass Panels proved run-away best- 


FIBERGLASS sellers from the start. For thanks to a new Acrylic base resin, they’re 
absolutely weather-resistant. Colors stay clearer years longer. Nation- 

PANELS | ally advertised to thousands of your own customers in Good Housekeeping, 
Family Handiman, Better Homes & Gardens’ Annual, Popular Science, Popular 


Mechanics, Home Modernizing Guide... plus big advertising promotions to your com- 





<i Cl 
mercial customers in American Builder, Factory, Plant Engineering, Roofing, Siding Commins 
& Insulation, American Motel, etc. That’s why one customer tells — and sells! — another. ae 
(nd orders go up while profits shoot up! Proof enough that your successful season’s 

built on Barclite XR1000 Fiberglass Panels. Call your distributor today—for free 

samples, booklets, selling aids. 

BARCLITE CORPORATION OF AMERICA (AN AFFILIATE OF BARCLAY MANUFACTURING CO., INC.) DEPT.8M-6-XR BARCLAY BUILDING, NEW YORK 51, W. Y. 
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By its growth-rings a tree writes its own life 
history. © The progress and growth of a 


business firm is written on the profit ledgers 
of its customers — for unless they thrive and 


prosper, the company serving them cannot con- So uthwest 
tinue to grow. © It is our hope that this 

new mark — symbolizing our dynamic diversifi- Fo rest 

cation into new fields — will win the acceptance d - 

and esteem which our quality wood products In ustries 
have so long enjoyed. © This we pledge 


anew: To continue to give all of our cus- 
tomers the finest forest products and service. 
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Lambert System of Calibrated Colors 


The Pratt & 
offers 5 advantages to dealers 
1. Exclusive Pratt & Lambert colorants... Cellu-Tone Satin; Vitralite Enamel Gloss, 


lead-free and lime proof. Eggshell and Lyt-all Stippling Eggshell. 


2. Leading Pratt & Lambert brand name 3, Wide range of decoratively correct Cali- 
products in Light and Deep Bases; P&L brated Colors®. 


House Paint; Low Luster House Paint; , d A ; 
Vapex Masonry Paint; New Lyt-all Flow- 4. Accurate and reliable dispensing machine. 


ing Flat; Vapex Flat Wall Finish; Solidex; 5. Fast turnover of compact inventory. 


Sell Pratt & Lambert...the brand most frequently specified 


| its LM by architects, acknowledged by painters to be definitely superior. 
PRATT & LAMBERT-INC. 


NEW YORK * BUFFALO ¢ CHICAGO ¢ FORT ERIE, ONTARIO 
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en amen, SND “DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
COMING IN YOUR JULY 3rd BMM: the permanent management principles which guide the edi- 
+ Dealer sets up separate yards for builder business tors in reporting and interpreting industry trends. 
and cash-and-carry handyman business. Controlling the sale at dealer level can stem from land con- 
ph 2 facts on low-cost and shell homes sold by trol, prefabing, financing, Home Center stores, strong retail 
> Pebieelate ‘waiwebiese Gulbis advertising, installation services, sales of new homes or re- 
«Geaiewn Deeher Seles Contec! modeling packages to builders or consumers. 
; ty oe agg product brands and specifications controlled by 
the dealer. 
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File which is $2. Entered as second class matter October 2, 1946 at the Post Office 
at Chicago, Ill., under the Act of March 13, 1879. Copyright © 1961 by Vance 
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Douglas Fir and Hemlock as well as White Fir, Larch, 

Sugar Pine, Ponderosa Pine and Redwood: G-P has them all in dimension, 
uppers, industrial items...unseasoned and/or kiln-dried...and 
timbers in all sizes. One handy source for everything simplifies your 

operation, lets you give fast, complete service. G-P fills orders 
swiftly...offers important extras such as mixed-car shipments of dry, 
unseasoned, dimension and finish. To get on the receiving end, simply 
call G-P in Portland, Oregon: CApital 2-5561. Or write 
Georgia-Pacific, Dept. BMM 661L, Equitable Blidg., Portland 4, Ore. 





GEORGIA-PACIFIC 


plywood « lumber « redwood «+ hardboard «+ pulp « paper + chemicals 
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THE EDITORS’ VIEWPOINT 


Sell Credit; Don't Give It Away 


HY ARE SO MANY lumber and building materials dealers 
reluctant to charge a suitable fee for credit services? 


In a letter to the editor in this issue, George Osborne of the 
Northwest Lumber & Millwork Co., Chehalis, Wash., points out 
that many dealers, as well as some financial institutions, will ap- 
prove “high” credit interest for soft goods and automobiles and 
personal loans, etc., but object to the same terms for housing. 


Osborne talks specifically about ioans for second homes or cab- 
ins. But the same applies to other areas in building materials re- 
tailing. 


For instance, a monthly service charge of 12% of the unpaid 
balance on revolving credit accounts is common today in most re- 
tail fields. It’s true that a percentage of dealers in our industry are 
now merchandising consumer revolving charge accounts with this 
fee feature. But the number of dealers who have developed this 
type of charge account is relatively low, in our observation. 


Ralph Campbell, president of Johnson-Campbell Lumber Co., 
Fort Worth, is a pioneer in shell housing and the construction busi- 
ness as a dealer. He has repeatedly stated that most dealers are 
afraid to merchandise time payments with interest rates that will 
attract lenders. 


Everyone would like to sell a house or a cabin or any other 
package job or product at the lowest interest rate possible. No 
dealer who is in business to stay wants to “gouge” a customer. But 
in the case of shell or cabin housing, especially to the do-it-your- 
selfer, the financial risk is certainly greater than on an FHA-insur- 
ed mortgage. Higher interest in such cases is justified. 


On revolving credit, the extra bookkeeping service demands a 
service fee, if the sale is to be profitable. It is that simple. Accounts 
receivable at a dealer’s expense could become so burdensome as to 
actually break a business. If this happens, would an interest fee on 
the unpaid balance each month be “gouging” the customer? Of 
course not. You might say that any retailer who wants to stay in 
business today must obtain service fees on overdue accounts. 


Dealer after dealer reports that once a service fee is adopted on 
monthly accounts or through revolving accounts, old bills are sud- 
denly paid. 


This financing problem harks back many years. Dealers started 
extending free credit to contractors as a service. The intent was 
and is still laudable. But it’s a management sin to give financing 
aid without charging for such services. 


Many service dealers find that they can compete with new cash- 
and-carry competition by offering cash-and-carry prices in addition 
to their service prices. The consumer or contractor who wants serv- 
ice such as delivery or credit clearly understands the cost for these 
services. At his option, he can pay the cash price. It’s an honest, 
direct way of doing business. 


Every dealer should carefully examine his service and pricing 
policies to see if he is giving away something that others get paid 
for. 


THE EDITORS. 
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Break into this Great New LAU Product Line! 


Here’s why you owe it to yourself to investigate the 

tremendous sales appeal and profit potential of this 

fast selling new Lau product line. 

1. You can profit by Lau National advertising, special 
dealer promotions and special dealer prices. 

2. You are assured of consistently receiving only top 
quality products. 

3. You reduce your clerical costs by working with 
less sources of supply. 


4. You save valuable time by working with less sales 
contacts. 

Lau quality products include a complete line of Wall 
Vanity® bath cabinets, attic fans, Wall Nook® fold- 
ing tables and the famous Viking Humidifiers. For a 
better look at these products and their extremely com- 
petitive costs send for the Lau Dealer Product File 
today. 


aU 


Home Comfort 
Products Division | 


THE LAU BLOWER COMPANY 
2027 Home Avenue « Dayton 7, Ohio 





Send for this free dealer 
product file today! 


tavy . . . manufacturers of residential attic fans / commercial-industrial ventilating fans 
central ventilating systems / humidifiers / bathroom cabinets / air conditioning blowers 
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New Developments 
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MAJOR BREAKTHROUGH IN PREFINISHED WOOD SIDING will be disclosed this 
month. When marketed, this product will eliminate site painting. 


First demonstration house using the 100% mill-coated redwood 
siding, applied with simple clip system, has been completed 

in California. Details will be published in next issue of BMM. 
Also pending in the redwood industry is an 18-month merchan- 
dising proposal by the California Redwood Assn. which could 
bring unified promotion of specific building ideas by all CRA 
producers. Plan could be extended to local level where dealers 
could use newspaper ads to tie in with monthly promotion 

themes used jointly by CRA and brand-name producers. 











You can expect other new merchandising ideas from lumber 
producers, especially from the brand-name mills, who are de- 
termined to halt the downslide in use of wood in light con- 
struction. 





Examples: More services from mills, such as precutting, and 
new laminated wood products. 


Underneath the surface of the lumber industry flows the 
troublesome question: Can purchasing continue to exist on the 
traditional fluctuating price-negotiation telephone system? 


Some producers see no change, but others think differently. 


The complete reorganization of marketing by Weyerhaeuser now 
underway is dedicated to the proposition that lumber and forest 
products distribution must be more efficient. 








Problem of lumber wholesalers, who are hurt by competitive ma- 
terials, direct selling to large retailers and prefabricators 
will be aired this week at the annual meeting of the National- 
American Wholesale Lumber Assn. in San Francisco. Topics of 
interest: more services (including sales help) for dealers 

and expansion into more wood specialties by lumber wholesalers. 








Watch this magazine next month for comprehensive report on 
major trends in lumber marketing and merchandising. 


SHELL HOME PROGRAM FOR SASH AND DOOR JOBBERS AND THEIR LUMBER DEALERS has 
been announced by All American Homes, Dallas, using aluminum 
building products. 


The jobber adds products from his lines to the aluminum products 
sold by All American Homes. Then dealer adds dimension lumber 
and other items to the package, plus handling labor contract. 
The All American firm offers merchandising kits, road signs 

for their shell home designs under the plan. Financing is 
secured through CIT, ABC and the Shell Home Finance Corp. 





Program was launched in mid-May at meeting of leading sash-and- 
door jobbers. More than 100 sample home orders were requested 

by the jobbers since the meeting, says All American president, 

Tym Seay. 








Turn page for continuation 
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SALES OF ONE CASH-CARRY YARD in West Virginia and Ohio for first nine months 
of its fiscal 1960-61 year were 33% ahead of a year ago. Growth 
of this type of dealer cannot be tossed off lightly. 


Efficient machine accounting and inventory control play a big 
role in cash-and-carry success, as told on page 62 this issue. 


* 


DEALERS GIVE QUICK RESPONSE TO HOME MODERNIZATION DEALER COUNSEL service 
provided by Masonite Corp. in its "DSC" program. 


More than 800 building materials dealers in 47 states have 
qualified for the service since it was announced in January. 


The manufacturer's dealer-aid program, based on this magazine's 
famous DSC (Dealer Sales Control) theme, enables a dealer to 
offer customers a design service for any interior or exterior 
modernization job with architectural renderings, floor plans, 
two sets of working blueprints and a materials list. 











WATCH FOR SHIFT FROM FHA to GI HOUSING as result of the reduction of FHA 
mortgage interest rate to the same level as the GI rate. 


The theory is that VA has certain advantages _ to the borrower 
but no difference in yield to the lender. 


There is skepticism that the cut in the FHA interest rate to 5%% 
will lower actual mortgage financing costs, but there is hope 
that it will aid housing by increasing the number of hopeful 

and eligible buyers. 


Other recent FHA actions may have more firm effect for FHA home 
buyers and holders of FHA-insured mortgages. They are: measure 
to help families who might lose their homes in financial emer- 
gencies; reduction of prepayment charges and no-down-payment 
terms for cooperative apartments. 











DISTRIBUTORS CAMPAIGN FOR MORE POINT-OF=PURCHASE MERCHANDISING AIDS from 
manufacturers. A resolution urging producers to spend a sub- 
stantial portion of their advertising dollars for use at local 
level has been made by the marketing trends and trade relations 
committee of the National Building Material Distributors Assn. 


The NBMDA also recommends that manufacturers develop a compre- 
hensive sales training program open to building materials dis- 
tributors' salesmen. 








TRUSS=-MAKING CONTINUES TO GROW AMONG LUMBER DEALERS. Prime example comes 
from Michigan city of 200,000 population, where dealer launched 
truss fabrication department last fall and has not missed a 
Single day truss production during the winter! Sales are boom- 
ing for this yard, despite the fact that four other dealers 
now also manufacture trusses. 


And in Chicago, a Separate truss setup is being discussed as 
a joint venture of several leading building materials dealers. 
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THE EVANITE BIG THREE... 


POLY-CLAD 
PLYWALL 


For the Second Home Market 


Hallmark of Quality Products 


og 


EVANS 


PRODUCTS 
COMPANY 


PLYMOUTH, MICHIGAN 


BUILDING MATERIALS DIVISION 


Build Right... Choose Evanite® 


PLYWOOD: Douglas fir plywood, DFPA grade-marked; larch plywood, 
DFPA grade-marked. HARDWOOD-FACED PLYWOOD: birch, red oak, 
ash, madrone, Philippine mahogany, cherry, walnut. SPECIALTY PLY- 
WOODS: Crezon overlaid, medium density; texture 1-11, marine ply- 
wood, ‘‘2-4-1'’ plywood, vertical grain fir, Ag-Ply, knotty spruce, Idaho 
knotty pine. 


HARDBOARD: Standard, tempered, pre-finished, perforated, V- 
grooved, corrugated, exterior siding, garage liner. POLY-CLAD (t.m.) 
PLYWALL®: Pre-finished and matching plywood paneling, moldings, 
bi-fold doors, cabinet doors, cabinet stock, wainscot panel kit, doors, 


Sales Offices: Chicago, Ill. e Tampa, Fla. e Coos Bay, Ore. 
Anaheim, Calif. e Syracuse, N.Y. e Plymouth, Mich. 


IT PAYS TO BUY FROM YOUR JOBBER 


Evans is a member of the Douglas Fir Plywood Assn. 
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for small 
Business 
begins 

HERE... 


Punched paper tape is 

created automatically as a 

pag ee of adding ma- 

ae . : : , ; chine listing, proving or 
This is a very special kind of adding machine. Of course, it posting. 


adds, subtracts, and prints. But it also serves a more im- 
portant purpose! It automatically and simultaneously con- 
verts figures into a punched paper tape. This tape, when 
“fed” into high speed electronic equipment, quickly pro- 
duces reliable, up-to-date management reports. 


All the way with MNaltional 


— from original entry to final report! 


Yes, National provides complete data processing services 
for any size business. It is now possible and practical for 
you to eliminate many costly manual bookkeeping func- 
tions. And you get more vital information, in less time! 
The advantages of electronic data processing, including 
National Data Processing Centers, are available to you — 
without investing in expensive equipment and highly 
skilled personnel. 

National offers the most complete line of data recording 
machines, including: adding machines, bookkeeping ma- 
chines, SALES-TRONIC cash registers, and accounting ma- 
chines. There is a complete National system to meet your 
particular needs. 


eeeeveeeveeveeeeeeeeeeeeeeee 


Your National Representative 
will be glad to show you this 
simple approach to efficient 
data processing. Phone him 
now—it could be the most 
profitable call you will make 
all year. 


For more information on National Data Processing, phone 
your nearest National branch office. Or, MAIL THE COUPON. 


FF 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio ———iaain 


Dept. 286 x 
Name 


ELECTRONIC DATA PROCESSING 





Address 





ADDING MACHINES+CASH REGISTERS 


Chy____. Zone State ACCOUNTING MACHINES+NCR PAPER 
1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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PROFITABLE 


IDEAS 


FROM DOUGLAS 


FIR PLYWOOD 
ASSOCIATION 


Here are five proven ways to increase 
your plywood sales volume—from selling 
a special new farm panel to prefabbing 
toolhouses. If these dealers’ sales suc- 
cess stories give you any ideas for your 
own business, DFPA will be glad to help; 
see the coupon on the next page. 
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‘QUAL IT \" 
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{continued on following pages) 





(continued from preceding page) 


Dealer’s store showcases 
plywood construction 


Pine Lumber & Supply’s new store in 
Detroit is a profitable demonstration 
of new, logical ways to use plywood and 
plywood components. The eye-catch- 
ing roof is a series of vaults, made of 
curved stressed-skin plywood panels. 
They're supported by plywood box 
beams, spanning 40 ft.—dramatic proof 
of plywood’s strength and stability. Co- 
owners Chester Koppy and Reynold 
Berti say the store design is a real 
business-getter. “Builders and archi- 
tects are especially interested in the 
vaults and beams, and they've been 
responsible for a lot of plywood sales.” 


Massachusetts dealer finds 
profits in packaged homes 


When O'Connor Lumber Co., West- 
field, Mass., shifted market sights from 
individual home buyers to builders, 
profits started rising. Now O’Connor 
does business with about 50 builders, 
assembling and selling packaged ply- 
wood homes. Customers get a choice of 
about 30 different models. Alfred Le 
Londe, who heads up this end of the 
business, says the system cuts a third 
off normal building time, and its addi- 
tional cost to the builder is absorbed 
by lower labor costs and absence of 
waste on the job. He uses standardized 
materials: for instance, all plywood 
(for roof sheathing, walls, floors) is 14” 


PROFITABLE 
IDEAS 
FROM DOUGLAS 


FIR PLYWOOD 
ASSOCIATION 


Prefabbed tool houses sell 


for customers who balked at “doing-it- 
yourself.” Result: a booming little 
business that returns a 40 percent 
profit to Lehigh on each $169.5C tool- 





Ag-Ply: profitable new panel 
for farm construction 


Plywood research has come up with a 
rugged new all-purpose farm construc- 
tion panel: Ag-Ply. It gives you a new 
source of high-profit sales. Ag-Ply was 
specially researched and developed by 
DFPA engineers to meet farm needs. 
It has been thoroughly tested in 
DFPA’s laboratories to make sure it 
will stand up to hardest farm use. It 
has a price and performance edge over 
all competitive products. You can rec- 
ommend it for any general-purpose 
farm application: barn sheathing and 
siding, walls, ceilings, bins, feeders, 


strongest —and simplest —construction 
at lowest price. Ag-Ply is made with 
100%, waterproof glue, the same as in 
marine plywood. It’s available in all 
standard sizes and thicknesses. Like 
all DFPA grade trademarked plywood, 
it’s backed by DFPA’s rigid quality 
control program. 

DFPA promotion and national ad- 
vertising are pushing Ag-Ply demand 
up fast. You can get a complete sales 
kit, including mailers to pre-sell your 
customers, mobiles, signs, displays and 
sales booklets. If you aren’t stocking 
and selling Ag-Ply now, send the cou- 
pon at right for more information. 
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Be sure you always specify 
DFPA trademarked plywood 


It’s good business to look for the DFPA 
grade-trademark on every panel. It 
means, first, quality plywood, backed 
by a rigid, industry-wide quality con- 
trol program. When you stock and sell 
only DFPA trademarked fir plywood, 
your customers keep coming back be- 
cause they know they can depend on it. 
Second, the DFPA trademark stands 
for the Douglas Fir Plywood Associa- 
tion’s $6-million-a-year promotion pro- 
gram. Through advertising, field pro- 
motion and research into new and bet- 
ter ways to use plywood, DFPA keeps 
customers coming into your store and 
your plywood sales on the rise. Insist on 
the DFPA trademark on every panel. 
It’s always a picfitable idea. 
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DFPA has sales aids and infor- 
mation to help you build your plywood 
business. Booklets—envelope stuffers— 
counter displays—construction plans— 
just send in the coupon, and we'll see 
that you get complete lists and descrip- 
tions of all available material, on the 
subjects you're interested in. 





Douglas Fir Plyweed Association 
Tacoma 2, Washington 


Please send me a list of sales aids and in- 
formation to help me sell more plywood 
I'm interested in: 


 Ag-Ply 
(1) Do-it-yourself 


(] Components 
{] Farm Construction 
Name 
Company 
Address 
Ga: State 


6.5. ONLY 
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THE NEW BERKY AUTOMATIC 
INSTALLS IN 30 MINUTES 22° 
ONLY GARAGE DOOR OPENER 
GUARANTEED FOR © YEARS 








@ Opens, closes garage door, lights up garage, all from inside your car. {J Tran- 
sistor-operated with portable pocket transmitter. [| Completely pre-assembled, 
the Berry Automatic with pre-tuned electronic controls installs in just 30 
minutes. Other door openers require from two to four hours for installation. J Serv- 
icing usually amounts to simple replacement of control box. {| Mechanical com- 
ponents guaranteed for five years—not just one year! J Cycle-tested 10,000 
times which equates to more than 10 years of trouble-free operation. Installs 
on all types of retractable garage doors—steel, wood, fiberglass, and aluminum. 
@ For more information, write to 
Berry Door Corporation, Birming- 
ham, Michigan. In Canada: Berry gg 
Door Co., Ltd., Wingham, Ontario. 

DOOR CORPORATION 
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incomparable Qualilybilt 4-Way window... 


Take a good look through the handsomest, most 


popular window line available . . . Qualitybilt 4-Ways! 
Right at home in any architectural situation, these 
versatile units perform flawlessly as Awning, Hopper, 
Casement, or Fixed windows; fit any type of wall con- 
struction. Styled for modern living . . . crafted for a 
lifetime of service in the famous Qualitybilt tradition, 


yet priced for modest budgets. 


oe ye ET oie od an on Cn O@ © DUBUQUE, IOWA 
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Loose lumber shipments used to be unloaded by hand, requiring 30 to 
36 hours at Kingston Lumber Corporation, Kingston, N. Y. But now, 
thanks to ‘‘Strapack” shipments, bundled and braced with Acme Steel 
Strapping, ove lift truck operator unloads a boxcar 12 times faster. 

Tight, neat strapped packages also speed yard handling, save 
storage space . . . they can be stacked higher (and straighter). And 
firmly strapped shipments face little danger of damage in transit. The 
“Strapacks” illustrated, from Hallinan Lumber Company, Portland, Ore., 
were flawless. 

Have your Acme Idea Man explain in detail how package shipments 
can profit you and your customers. Or, return the coupon for illustrated 
on-the-spot reports. 


IDEA LEADER IN 


STRAPPING 
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ACME STEEL COMPANY 
Acme Steel Products Division 
Dept. BIS-61 

135th St. & Perry Ave 
Chicago 27, Ill 

Please send me Idea No. Ui-24 
and other examples of how 
major lumber dealers cut costs 
with Acme Steel Strapping. 


Name 
Title 
Firm 
Address 


City Zone 


State 





SAVE *414 


IN THE FIRST YEAR! 


ECONOLINE 


June 19, 





1961, 


Now, you can save $312 to $433 in price* 
alone on a Ford Econoline Van compared 
to old-style half-ton panels. In addition, 
you can save over $100 every 16,000 miles 
you drive! 


These savings come with a man-size 
truck. The Econoline’s cab-forward design 
with welded ‘“‘body-frame” gives bridge- 
like strength and reduces dead weight to 
haul a full %4-ton. Only 14 feet overall, 
Ford Diente are nimble in traffic, easy 
to park, need less garage space. Big 4-ft. 
door opening (both curbside and rear) and 
level cargo floor provide new loading ease 

. new load workability. 


Special Note To Pickup Owners: Now, you 
can protect your loads from weather and 
theft with an Econoline Van... yet, pay 
less* than for most conventional %-ton 
pickups. And you can get the same $102 
savings on operating expenses as shown at 
the right. 


* Based on acomparison of latest available manufacturers’ suggested retail prices 
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HERE'S HOW YOU SAVE 


SAVINGS ON OPERATING EXPENSES EVERY YEAR! 


GAS Econoline trucks can give 30% better gas 
mileage than conventional -tonners. Figuring 
16,000 miles per year at prevailing gas prices, 
you save 


OlL—Crankcase capacity is only 3% quarts instead 
of 5 quarts, and the recommended oil change in- 
terval is 4,000 miles versus 2,000 miles. In 16,000 
miles you save 


TIRES—Econoline tires last longer, cost less to 
replace. Prorated saving for 16,000 miles as high 
as $53. Typical saving 


LICENSE-In many states (not all) the license for an 
Econoline costs appreciably less—up to $30.40 per 
year. Average for all states is 


SAVING ON PRICE—vou can save $312 compared 


to even the lowest-priced conventional ¥%2-ton panel— 
and up to $433 against others! Saving at least 


$70 
$13 
$16 

$3 


"102 


312 


TOTAL vear SAVINGS... “414 


and you keep saving 


$102 EVERY YEAR! 
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NO REAR ENGINE HUMP! 


The Econoline’s ‘“‘up front’? engine leaves a level, knee-high 
floor almost 9 ft. long. There’s no awkward rear-engine-housing 
hump to shrink the back entrance or hinder loading. And the 
Econoline Van provides over 204 cu. ft. of loadspace . . . up to 
57 cu. ft. more than conventional 4-ton panels. 


FORD TRUCKS COST LESS |=) 


SEE YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK" FOR PROOF! y 


FORD DIVISION, Sard tor Co 
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O'Rourke Will Head HIC; Goal is 
50 New Chapters; Directors Elected 


CuicaGo—Car- 
roll K. O’Rourke, 
advertising and 
trade promotion 
manager for the 
lumber and _ ply- 
wood division of 
Weyerhaevu- 
ser Co., was elec- 
ted president and 

. chairman of the 

Reus board of the na- 
tional Home Improvement Council at 
a meeting of the directors here last 
month. 

The directors pledged the estab- 
lishment of 50 new HIC chapters. 
They also voted to continue manage- 
ment seminar programs for local busi- 
nessmen and a continuing public rela- 
tions program to encourage homeown- 


ers to improve their property. 

O’Rourke has handled many _ na- 
tional advertising campaigns and retail 
dealer promotions. He is a member of 
the advertising committees of the Na- 
tional Wood Promotion Program of 
the National Lumber Manufacturers 
Assn., West Coast Lumbermen’s Assn., 
Western Pine Assn. and Western Cedar 
Lumber Assn. 

He received the advertising man- 
of-the-year award from the Oregon 
Advertising Club in 1958. He joined 
Weyerhaeuser Sales Co., St. Paul, 
Minn., in 1959 as manager of adver- 
tising and trade promotion and was 
transferred to Tacoma last year. 

“As the organized voice of the home 
improvement industry,” said O’Rourke, 
“the Home Improvement Council can 
marshall a tremendous market for a 


wide range of products, thereby help- 
ing the national economy. Even more 
important, as people improve their 
homes they create a better living en- 
vironment. 

O’Rourke succeeds Fred C. Hecht, 
a Sears executive, who has been pres- 
ident of HIC since it was founded in 
1957. 

Robert Jones, executive vice presi- 
dent of the Middle Atlantic Lumber- 
mens Assn., Philadelphia, was elected 
vice president and James Chandler, 
real estate editor, Cleveland Press, was 
named secretary. Paul B. Shoemaker, 
vice president of marketing for Mason- 
ite Corp., was elected treasurer. 

New directors are James Lash, ex- 
ecutive vice president, ACTION, Inc., 
New York City; Kenneth Milliken, 
executive vice president of the South- 
western Lumbermen’s Assn. and Earl 
Robinson, Jr., president of the New 
Orleans chapter of HIC. 

Twenty-one other directors were re- 
elected; also Edgar V. Hall, executive 
director. 





Home Improvements Hit $13 Billion 


Repair and modernization market now totals 75°%/, of new 
home construction, Census reveals. Inside alterations lead 
volume-wise followed by painting, then outside alterations. 


WASHINGTON—The average owner 
of a single-family home spent $283 
last year for the upkeep and improve- 
ment of his dwelling place. All resi- 
dential propezty owners spent more 
than $13 billion for upkeep and im- 
provement. 

These facts were disclosed in the 
first report of a new quarterly series 
by the Census Bureau covering expen- 
ditures on residential additions, altera- 
tions, Maintenance and repairs, and 
replacements. 

Such information had not been 
available previously from any one 
source, a fact which has accounted for 
the many rough estimates ranging 
from $5 billion a year to $20 billion 
or more. 

Census said the data was compiled 
from personal interviews and mail 
surveys of a representative sample of 
properties. 

The Bureau said a detailed analysis 
of the information will produce a 
breakdown sometime later of reported 
expenditures for do-it-yourself jobs by 
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owner-occupants of 1-4 housing unit 
properties. 

The report, outlining the vast mar- 
ket and potential for building mate- 
rials dealers, confirmed that the big- 
gest season for home upkeep and im- 
provement work is now well under- 
way. 

Average expenditures for all prop- 
erty owners came to $298 in 1960 
and was spent, by quarters, in this pro- 
portion: January-March, $54; April- 
June, $83; July-September, $85; and 
October-December, $76. 

More modernization. The total 
$13,120,000,000 spent for upkeep and 
improvement was equal to 75% of the 
expenditure for new home building, 
and brought the cost of all residential 
construction to nearly $31 billion. 

The report gave no historieal sum- 
mary of upkeep-improvement spend- 
ing and made no projections for the 
future. 

A clue to the rapidly expanding vol- 
ume was provided, however, by U.S. 
Housing Administrator Robert C. 


Weaver in testimony before Congress 
on the proposed new FHA home im- 
provement loan insurance program. 

He said “It is estimated that the. . . 
provisions would stimulate a country- 
wide activity in home improvement 
which could amount to an increase of 
$4 to $5 billion or more in construc- 
tion business withia the next five 
years.” 

FHA currently insures about $1 bil- 
lion a year in home improvement loans 
and—partly through bigger, longer- 
term loans—the Administration is put- 
ting increasing emphasis on the re- 
habilitation and modernization of the 
nation’s supply of nearly 60 million 
existing dwelling units. 

Census said resident owners of sin- 
gle family structures spent $7,950,- 
000,000, or 60% of the upkeep-im- 
provement expenditures last year. All 
other owners spent $4,774,000,000, 
and renters provided the balance of 
$395,000,000. 

Owners active. Owner-occupants of 
single-family units devoted a greater 
portion of their expenditures to capital 
improvements (chiefly additions and 
alterations) than did other property 
owners. Expenditures by other owners 
tended to concentrate more heavily on 
maintenance and repairs. 

Owner-occupants put about one- 

(continued on page 24) 
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New Merchandisers! 
Best way to move new 


WOOD FILLER MERCHANDISER 
FREE: 12 % Ib. Cans, and 24 1 Ib Cans, 
Wood Dough with order: 
2 Doz. Tubes, Wood Dough 
15 Doz. % Ib. Cans, Wood Dough 
3 Doz. 1 Ib. Cans, Wood Dough 
2 Doz. % pt. Cavs, Surfacing Putty 
40 Tubes, Tub-N-Tile Cement 
oz. 1 Ib. Cans, Water Putty 
UE $189.40 
$109.02 
DEALER PROFIT (With Free Goods) +380. 38 


WOOD FILLER MERCHANDISER 
FREE: 24 % Ib. Cans, Wood Dough, with order: 
2 Doz. Tubes, Wood Dough 
4 Doz. % Ib. Cans, Wood Dough 
1 Doz. 1 Ib. Cans, Wood Dough 
1 Doz. % pt. Cans, Surfacing Putty 
1 Doz. 1 Ib. Cans, Water Putty 
10 Tubes, Tub-N-Tile Cement 
RETAIL Ver oct: 99 
DEALER CO 
DEALER PROFIT (With Free Goods) 336. + 


CLE MERCHANDISER 
E: 12 2 oz. Bottles White Glue with order: 
Doz 2 oz. Bottles, White Glue 
1 Doz. 4 oz. Bottles, White Glue 
1 Doz. 8 oz. Bottles, White Glue 
1 Doz. Tubes, Contact Cement 
1 Doz. Tubes, Household Cement 
1 Doz. Tubes, Liquid Solder 
1 Doz. 1 oz. Bottles, Porcelain Glaze 
ha ® VALS $47.76 
DEA $25.85 
DEALER PROFIT (With Free Goods) $21.91 


DAP 


Stock the DAP line of Caulking-Glazing- 
Sealing and Spackling products, too. 
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Products 


Free Goods BONUS 


means extra profits for you 


One or more of these 3 bright DURATITE Merchandising dis- 
plays makes it easy to add extra profits to your sales of glues, 
cements and wood and metal fillers. Stock turns over fast! 
Sales per customer multiply. Impulse purchases pick up. You 
get full profits on the Duratite products you sell plus extra 
profits based on the free goods bonus that comes with each unit. 


Duratite products are nationally advertised in The POST, 
POPULAR SCIENCE, POPULAR MECHANICS, SUNSET, 
other top magazines. Your customers will know the Duratite 
name and the products they need for scores of do-it-yourself 
and professional jobs...White Glue, Wood Dough, Wood 
Surfacing Putty, Water Putty, Household Cement, Contact 
Cement, Liquid Solder and many more. 


Check the profit you can make with each of the Duratite Mer- 
chandisers shown here. Then use the coupon to get details. 


DAP inc., Duratite Division, . 
General Offices, Dayton 31, Ohio » Dept. MM 

Please send me full information on Duratite Merchan- 
disers and names of DAP or Duratite wholesalers near me. 
“sie pay NS SEROTEC CLES CE RET 2 
STORE NAME. ee ‘ ss cistihasiiligies cadets 
PION iccivssseiascs incl ee ret ie NE Se 
CITY STATE 
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Home Improvement 


(begins on page 22) 





half of their expenditures into addition 
and alterations and about one-third in 
maintenance and repairs. The ratio 
was just about reversed for other own- 
ers. For all owners, the remainder 
(about one-sixth) went for replace- 
ments. 

All types of owners spent by far 
the greatest amount for any one Cate- 
gory of work on inside alterations, 
which accounted for more than one- 
fourth of the total amount. 

Painting was the next biggest cate- 
gory, followed by outside alterations. 
In dollar volume, other categories of 


work dropped well below these three. 

Here is a breakdown by type of 
work for the $13 billion: 

Additions and alterations, $5,50I,- 
0V0,000—additions, $761,000,000; 
inside alterations, $3,413,000,000; 
and outside alterations, $1,327,000.,- 
000. 

Maintenance and repairs, $5,553,- 
000,000; painting, $2,463,000,000; 
heating and central air conditioning, 
$439,000,000; plumbing, $704,000,- 
000; roofing, $403,000,000; flooring, 
$239,000,000; other, $1,221,000,000; 
and maintenance and repairs payroll, 
$83,000,000. 

Replacements $2,066,000,000— 
heating and plumbing, $974,000,000; 
roofing, $579,000,000; and other, 
$512,000,000. 








QUALITY CONTROL at U.S. Plywood's 
new $3.5 million Novoply plant calls for 
sensitive gauge of thickness by three 
electronic monitors checking each panel 
on way to cooling ‘‘oven.”’ 


—_. 


STACKED HIGH on U.S. Plywood's new 
40-acre facility site in South Boston, Va. 
are 4,000 cords of wood ready for par- 
ticleboard manufacture. The 80,000 sq. 
ft. plant is completely automated. 


U.S. Plywood’s $3.5 Million Plant 
Begins Particleboard Production 


SouTH Boston, Va.—A _highly- 
automated $3.5 million plant capable 
of producing 30 million sq.ft. of 34” 
particleboard annually was opened 
here last month by US. Ply- 
wood Corp. Chairman S.W. Antoville 
said addition of this 80,000 sq.ft. 
plant makes U.S. Plywood _ the 
world’s leading particleboard produc- 
er. 

When added to the production ca- 
pacity of the firm’s original 10-year- 
old Anderson, Calif. plant, U.S. Ply- 
wood will be able to turn out 80 mil- 
lion sq.ft. of 3-ply 5’x16’ Novoply 
board each year. Panels will come off 
the automated forming line at the rate 
of one every 45 seconds. 

“We expect to increase annual sales 
volume by about $7 million with the 
board plant in full production,” Anto- 
ville said. “About 50,000 cords of 
southern pine will be purchased local- 
ly each year to operate the facility.” 

President Gene C. Brewer noted 
that the firm has acquired several 
thousand acres of surrounding timber- 
land as an additional source of wood 
supply. He said additional plants are 
planned. 
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NEW 400-TON particleboard press is 
said to be the world’s largest. The 3- 
story giant turns out 20 panels of 5’x16’ 
Novoply every 15 minutes. 


_ “Particleboard is the fastest grow- 
ing forest product on the market to- 
day,” Brewer said. “Its growth rate 


of about 38% for each of the last 
five years has boosted production in 
the U.S. to more than 300 million feet 
annually. It is replacing many conven- 
tional materials.” 

New income. Brewer remarked that 
buying from area tree farmers will be 
on a year-round basis and that he ex- 
pects purchases “will rise above our 
present $750,000 annual _require- 
ment.” 

Licensees. Licensees, one to a coun- 
try, under the patent from Fahrni In- 
stitute of Switzerland, now operate 19 
particleboard plants in 13 countries. 
Particleboard is used for office fur- 
niture, store fixtures, dinette tables, 
shelving, ping-pong tables, movable 
wall partitions and _ floor-to-ceiling 
folding doors. 

“Particleboard today has gone far 
beyond its original purpose in_ this 
country as a profitable by-product,” 
Brewer declared. “It now stands on 
its own as an important segment of the 
forest products industry. 

“With increased demand, and pro- 
duction of Novoply in our west coast 
plant more than triple the output 10 
years ago,” the building materials ex- 
ecutive continued, “establishment of 
a facility closer to eastern markets was 
a logical move.” 

Fahrni, “father of particleboard,” 
attended the plant opening. He said 
that world production of particleboard 
has grown at a faster pace in the first 
10 years than any other wood-manu- 
factured product, including fiberboard 
and plywood, during their first 10 
years of use. 

U. S. Plywood also announced ac- 
quisition of Western Plywood Co. Ltd. 
of Canada. The firm has six plants and 
eight distribution outlets. Brewer said 
the new acquisition for $6.5 million, 
“puts us on a broad basis in Canada.” 
He added that products developed in 
the U.S. would be introduced there. 

Terms of the merger called for 
shareholders of the Canadian company 
to receive either one share of USP 
stock for 3% shares of Western Ply- 
wood’s class B stock, or $13.25 in cash 
for each share. For WP’s class A stock, 
USP offered $10 per share cash. 

Brewer predicted a $35 million an- 
nual gross in Canada as a result of the 
acquisition. 





Richheimer Cuts Fee to $500 


New YorkK—Richheimer Modern- 
izing Systems has announced a cut 
in its training fee from $2,000 to $500 
and the length of training period from 
two weeks to 5% days. 

Herbert Richheimer, founder of the 
training school, simultaneously an- 
nounced that the training program for 
remodeling experts will “go on the 
road.” The first training session will 
be held in Pittsburgh, June 19-24 and 
another in Omaha, July i0-15. 

Richheimer said that students in the 
revised training program will receive 
all the materials distributed previously 
to those taking the $2,000 course. 
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FREE with every $42.12 order! Weldwood® Putty Stik® 
Revolving Dispenser 10” x 10” x 41” high. Handy roll-out 
dispensers hold 15 different colors of Putty Stiks to 
match virtually any natural wood finish on the market. 


WELDWOOD 


Products of United States Plywood 


BUT 
HOW IT 


SELLS! 


Touch up your profits with this free new 
Weldwood Putty Stik Revolving Dispenser 


Almost every customer who enters your store has a need 
for Putty Stiks—for filling nail holes and minor wood 
surface defects. Have them in sight—on your counter, 
by the cash register, in the new Weldwood Putty Stik 
Revolving Dispenser—and these fast-selling, high-impulse 
items will put extra money in your cash register every day! 





Weldwood Putty Stik Revolving Dispenser: 


15 dozen stiks 


me 697020" DEP LAT 


DEALER COST 42. 1 


peater ProFIT 20.08 F R E E 








PUTTY STIKS ARE ALSO AVAILABLE IN 


Junior Merchandising ei Het 
Unit: 72 stiks, 12 colors os emern 


= 2 
LIST PRICE $28.08 DDeUa aNUs aba: 


DEALER COST 1 6.85 ; 
DEALER PROFIT 1 1.23 EE TE ti 


HURRY! ORDER TODAY. 


UNITED STATES PLYWOOD 
Dept. BMM 6-19-61, 55 West 44th Street, New York 36, N. Y. 


| like the idea of extra profits. [] Rush me my free Weldwood Putty Stik 
Revolving Dispenser with 15 dozen assorted Putty Stiks at dealer cost of 
$42.12. [] Send me the Junior Merchandising Unit with 72 stiks at dealer 
cost of $16.85. 

C) Bill me C) Bill my jobber 
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1 Mr. Robert F. Woods, president of the Hugh M. Woods 
® Lumber Company, Denver, Colorado, says, “We stock and 
Buying carload quantities and 


display only Armstrong ceilings. 


FINISH YOUR BAS NT 


2 “During November and December, we have a ‘Year End’ 
* sale featuring an Armstrong ceiling. In February, we pro- 
mote our ‘Basement Fix-up’ specials, again with an Armstrong ceil- 
ing. These sales push about 40,000 sq. ft. of the item featured. 
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June 


selling at Armstrong’s suggested retail prices practically guaran- 
tee highly profitable ceiling sales. And since there are enough 
Armstrong designs to please everybody, we rarely lose a sale. 


3 “Armstrong’s advertising simplifies our own efforts. The 
® idea of genuine quality has already been set in our cus- 
tomers’ minds. In fact, I’m quite sure that most of our ceilings 
prospects have been pre-sold by Armstrong’s advertising. 
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4 “Displays are a big help. Armstrong’s 4’ x 12’ ceilings 
« display is doing a great selling job. Customers almost 
always choose something more expensive—and more profitable— 
than the plain tile products when they can see the whole line.” 
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Take a dealer’s word for it... 


"We’re selling 


eleven times more 





Armstrong Cushiontone 


ceilings than in 1956” 


hose are the words of Mr. Robert F. Woods, presi- 
dent of the Hugh M. Woods Lumber Company, 
Denver, Colorado. 

Since taking on the Armstrong line in 1956, Mr. 
Woods’ ceilings business has increased by 200%. Four 
years ago, white tile represented over 90% of his sales. 
Now, although he is selling roughly the same amount 
of white tile, it accounts for only 37% of his ceilings 
business. 

The reason? He is selling over eleven times more 
Armstrong Cushiontone ceilings than he did four years 
ago. 

And Mr. Woods knows exactly why his Cushiontone 
business has grown so rapidly. He is aware that the 
modern home owner looks for design and style when 
selecting a new ceiling. So Mr. Woods displays the 
entire line of Armstrong ceilings. When customers 
can see and compare at a glance, they almost invari- 
ably choose one of the more attractive items, regard- 
less of price. 

To get into this profitable new business, call your 
Armstrong wholesaler. Or write Armstrong Cork 
Company, 3906 Rieker Avenue, Lancaster, Pa. 


(Aymstrong CEILINGS 
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Hardware. Store Business 


Building 


Materials 


MERCHANDISER 


New Product Parade 


? 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Garage Door Operator 

A new remote-control, automatic ga- 
rage door operator carries a five-year 
guarantee. It is designed for 30-minute 
installation on any one-piece or sectional 
door. 

Entire unit, powered by a '4 hp elec- 
tric motor, arrives at the installation site 
fully assembled. Transmitter on the 
new operator is a small transistorized 
remote-control unit. It can be moved 
from car to car or will actuate the door 
from inside the house. Berry Door Corp. 

Circle No. 201 on Handy Cover Card 
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Save 25% on Saw Blade Pack 

Saw blade users can save almost 25% 
over single blade prices when they pur- 
chase new Skil Economy Packs, accord- 
ing to Skil Corporation. Each Economy 
Pack contains 10 Skil diamond arbor 
combination saw blades packed in a con- 
venient carton. 

The packs are available in three pop- 
ular blade diameters: 642”, 744”, 84%4” 
and are priced at $23.50, $23.50 and 
$26.85, respectively. Primarily designed 
for sale to contractors. Skil Corporation. 

Circle No. 202 on Handy Cover Card 





Compact Coils of Rope Are Here 


A new small rope package called 
Compact Coils contains precut lengths of 
Manila, nylon and polypropylene tightly 
coiled, tied and wrapped in poly film. 

Fifty-foot coils are offered in %4”, 
%” and %” sizes, packed six coils to a 
carton. Hundred-foot lengths are availa- 
ble in 4” and %”, packed three coils 
to a box. A dealer’s net prices per box 
of six 50’ coils in the 4” size are $6.60 
(Manila), $14.52 (polypropylene) and 
$16.50 (nylon). Wall Rope Works, Inc. 

Circle No. 203 on Handy Cover Card 


Sabre Saw Blades 

A new line of universal 
type sabre saw blades are 
designed to fit all popular 
machines. They're available 
in coarse and fine tooth for 
both metal-and-wood cutting 
use. Blades are packaged 
two in a plastic sleeve pack 
especially designed for bin, 
counter or perforated hard- 
board display. Literature is 
available to dealers. G. W. 
Griffin Co. 
Circle No. 204 on Handy Cover Card 
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Flower Border 


Color-Guard, a new flow- 
er border, is made from the 
same electric furnace steel 
used in all Northwestern 
fence. The  plastic-coated 
fence is produced in 14” 
heights and 25’ rolls. It’s 
available in three colors: 
white, yellow and green. 
Color-Guard is easily 
cleaned, just spray it with 
a garden hose. Northwestern 
Steel & Wire Co. 
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Swim Pool Paint 


Grip-Crete, a fade-resist- 
ant paint, is specially form- 
ulated to beautify and pro- 
tect concrete and concrete 
block swim pools. It’s ap- 
plied in two coats. Grip- 
Crete is available in white, 
green and blue. It’s finish is 
highly resistant to alkali, 
water, oils, chemicals and 
fungi. It’s easily cleaned. 
Waterlox Div., The Empire 
Varnish Co. 

Circle No. 206 on Handy Cover Card 


Folding Barbecue Set 


A 5’-long redwood bar- 
becue set retails profitably 
at $27.95. Set contains a 
30”-wide table and two 12”- 
wide benches of redwood on 
sturdy polished aluminum 
frames. Table is constructed 
of 4/4 (1” wide) stock; 
benches of 6/4 (1%” wide) 
stock. Set folds for storage 
and is packed in one carton, 
weighing 67 pounds. Wind- 
sor Metal Products. 

Circle No. 207 on Handy Cover Card 
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BEAUTIFUL MARLITE PANELING 


baked at high temperatures most materials won't stand!’ 


Walls of Marlite paneling stay like new for years, yet 
require only minutes of care. That’s because Marlite’s 
baked plastic finish shrugs off grease, stains, mars— 
even heat. 

And unlike many “finished” wall panels that dull 
with age and damage through use, Mariite’s hard, dent- 
resistant surface keeps its beauty with an occasional 
damp cloth wiping . . . makes housekeeping easier. 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Quickly installed over old or new walls, Marlite offers 
almost unlimited decorating possibilities in remodeling 
or new construction. And your customers can choose 
from attractive Trendwood® reproductions, beautiful 
plain colors, distinctive marble and decorator patterns. 
If you’re not already handling profitable Marlite, get full 
details now from your wholesaler, or write Marlite Divi- 
sion of Masonite Corporation, Dept. 641, Dover, Ohio 


Marlite 


plastic-finished paneling 


Circle No. 16 on Handy Cover Card 





Hardware - Store Business 


For more facts, 


use handy back 
cover coupon. 


NEW PRODUCT PARADE 


(begins on page 28) 


Five Basic Tools in One Unit 


Shopsmith lets a handyman complete 
every job. It provides the woodworker 
with five basic tools: a 9” circular saw 
with a 48” rip capacity; a 12” disc 
sander with quill-feed control; a 34” 
lathe for turning furniture legs, lamp 
bases and bowls; a 162” drill press and 
a horizontal drill for doweling, mortising 
and concentric drilling. 

The multi-purpose tool is powered by 
a % hp motor controlled by a Speed Dial 
feature. Shopsmith retails for $299.50. 
Yuba Power Products. 

Circle No. 208 on Handy Cover Card 


A New Termite Control Method 

Called the X-Termi-Nail, a new unit 
consists of a nail-like cartridge contain- 
ing calcium arsenate, which is driven 
into strategic locations throughout wood 
structures. An ordinary nail is then 
driven through cartridge, impregnating 
area around the nail. 

Primarily designed for new buildings, 
X-Termi-Nails can be used on older 
houses or farm wood fences. X-Termi- 
Nails are low in cost. Nail unit is sealed, 
safe to handle. Bulletin is available. 
Mariae Associates. 

Circle No. 209 on Handy Cover Card 











Offers Recessed Lighting Line 

A handsomely styled recessed lighting 
line especially designed for sale to do- 
it-yourselfers is announced. Units are 
easily handled by electrically untrained 
help and may be quickly installed by a 
homeowner, says maker. 

An illuminated, free display of red- 
wood and brass shown in photograph 
above promotes the “built-in” lighting 
line. It requires as little showroom space 
as 16” x 30” x 8” deep. Descriptive lit- 
erature is available to dealers. Kaisan 
Electric Co. 

Circle No. 210 on Handy Cover Card 


Ceramic Tile Nipper 
Klenk Ceramic Tile Nip- 
per is constructed with re- 
placeable tool steel or car- 
borundum tip blades for 
clean sharp cutting. It’s ad- 
justable to any thickness of 
tile. Full 144” throat per- 
mits maximum depth of cut. 
Retails for $7.70 with tool 
steel blades; $8.80 with car- 
borundum tip blades. Liter- 
ature is available. Karl 
Klenk, Inc. 
Circle No. 211 on Handy Cover Card 
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Tool Caddy 

In “his” and “hers” sizes, 
a new tool box holds pliers, 
hammers, screwdrivers, gar- 
den tools, seed packets, nails 
and screws. Arranged in two 
sections; one long side is 
open, other side divided into 
compartments. Box is sold 
kd, is quickly assembled 
with a hammer. Retails at 
$2.95 for the small box; 
$4.95 for large size. Consol- 
idated Crafts. 
Circle No. 212 on Handy Cover Card 


Welcome Light 

An all-steel Outdoor Wel- 
come Light is available in 
two models. Standard model 


retails under $9; de luxe 
model, $11. Units are com- 
plete including lantern and 
lighting fixture. Units have 
brass fittings, UL approved 
socket, unbreakable plastic 
light diffuser. Lights are in- 
dividually cartoned with as- 
sembly instructions. Arrow 
Metal Products. 

Circle No. 213 on Handy Cover Card 


Multi-Purpose Hanger 


A new lower-cost, rust- 
proof, plated steel joist hang- 
er engineered to carry a 
greater load than the joists 
they were designed for is 
available. One size fits 2” x 
6”, 8” or 10” joists or 4” 
x 6”, 8” or 10” joists. The 
multi-purpose hanger is eas- 
ier to install, also may be 
used in strengthening joists 
on existing floors. Yeck 
Mfg. 

Circle No. 214 on Handy Cover Card 

(continued on page 32) 


June 19, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Super-Treated for extra 
performance... yet costs no 
more than ordinary linseed oils 


The bold red and blue Pol-mer-ik can stands 

out on today’s product-jammed shelves. And 

its contents are even more outstanding on the 

job! You see and feel Pol-mer-ik’s superiority 

instantly. Paint brushes on easier with Pol- 

mer-ik . . . forms a smoother film that stands 

up longer. That’s because Pol-mer-ik is 100% 

pure linseed oil . . . super-treated. Yet, this extra 

quality costs no more than ordinary linseed oil. 
There you have it: the reason Pol-mer-ik is used 

by more painting contractors . . . why it’s Amer- 

ica’s fastest selling linseed oil. Next time you buy 

linseed oil, insist on Pol-mer-ik . . . insist on the best. 


{- 


3 FOR FREE! lar SEND FOR POL-MER-IK’S NEW 


_ i “HOW TO” SERVICE BOOKLETS 


HOW TO REFINISH ANTIQUES 
and other Household Hints 


HOW TO GIVE YOUR GUN A HAND- 
RUBBED FINISH and other tips 
for Sportsmen 


101 MONEY-SAVING IDEAS BOOKLET 


FACT-PACKED! AUTHORITATIVE! 
FREE! These booklets are ideal 
counter hand-outs . . . envelope en- 
closures to send out with invoices or 
direct mail promotions. Available free 
to Pol-mer-ik dealers and users. Re- 
turn the coupon for samples today. 


Circle No. 17 on Handy Cover Card 


farcher-DManiels-Miidiand co. 
738 Investors Building * Minneapolis 2, Minn. 


@ Please rush samples of your free three Pol-mer-ik 


service booklets. 





Name 


Firm 





Address 





City Zone 








Hardware. Store Business 


For more facts, 


use handy back 
cover coupon. 


NEW PRODUCT PARADE 


(begins on page 28) 


eat and handy 
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Multi-Use Handi-Pegs 


Homemakers can hang almost every- 
thing with adjustable Handi-Pegs. Each 
packaged set of Handi-Pegs contains 
four-feet of aluminum track and 8 pegs. 

The Handi-Pegs are available in nat- 
ural Alacrome finish at $2.95 per set list 
and also in anodized Albras finish at 
$3.95 per set. Extra pegs are packed four 


pegs to an envelope at 50¢ list for Ala- 


crome and 60¢ list for Albras. Display 
poster above is free with initial order of 
18 sets of Handi-Pegs. Macklanburg- 
Duncan Co. 

Circle No. 215 on Handy Cover Card 
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Folding Panel Hardware Line 


Grant’s new 2500 Series hardware is 
available in two basic sets. It introduces 
a new double-duty spring pivot said to 
reduce installation time up to 50%. No. 
2520 set for passageway openings has 
hidden hardware. No. 2540 set for closet 
openings has sturdy apron mounts and 
standard butt hinges. Track is alumi- 
num; pivot and door guide is self-lu- 
bricating nylon. 

Each set is complete with track, all 
hardware and door pull. Grant Pulley 
& Hardware Corp. 

Circle No. 216 on Handy Cover Card 
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Replaces Old Mortise Locks 


Each new Kwikset 400 line moderniza- 
tion kit consists of a set of four plates 
designed for replacement of old mortise 
locks with modern Kwikset tubular locks 
without refinishing, repainting or refill- 
ing holes left by old lockset. Parts are 
packaged with instructions in individual 
poly bags. 

A new self-selling display-carton shown 
above holds 10 modernization kits. Il- 
lustrations on carton show before-and- 
after use of the kit. Kwikset Division, 
The American Hardware Corp. 

Circle No. 217 on Handy Cover Card 


Stops Water Leaks 


Stontite, liquid chemical 
formula, stops water leaks 
and seepage from masonry 
lined pools, dams and walls, 
says maker. When mixed 
with Portland cement, it 
produces a quick-setting 
mortar. Mixed with cement, 
it may be used as a water- 
tight plug repair. When used 
as a plaster coating, it pre- 
vents moisture seepage. 
Stonhard Co. 

Circle No. 218 on Handy Cover Cord 
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Door Observ-O-Scope 


A new door viewer, called 
Observ-O-Scope, has extra 
wide 175° angle lens. Home- 
maker can see entire area 
outside door, but caller can- 
not see in. Only a 4” hole is 
required for installation. A 
complete line of brass door 
knockers is available for in- 
stallation with Observ-O- 
Scope. Sales aids include lit- 
erature. Baldwin Hardware 
Mfg. Corp. 

Circle No. 219 on Handy Cover Card 


Astralite Chandelier 
Brilliant stars and glowing 
brass are combined in the 
Astralite chandelier (left, 
above) and companion close- 
to-ceiling or wall fixture. 
Chandelier is adaptable to 
any setting or decor. Over- 
all height is 30”; spread is 
25”. Finish is polished brass. 
Retails around $40. Wall 
fixture retails at $18. Moe 
Light Div., Thomas Indus- 
tries. 
Circle No. 220 on Handy Cover Card 





Turret Sprinkler 


Melnor Turret Sprinkler 
swivels into place for four 
different spray patterns: 
strips 5’ x 50’ and 10’ x 50’ 
as well as rectangular areas 
up to 20’ x 40’ and square 
areas up to 30’ x 30’. Sprink- 
ler lists at $3.95 in the U. S.; 
slightly higher in Canada. 
Sales aids include a self-sell- 
ing display carton. Melnor 
Industries. 

Circle No. 221 on Handy Cover Card 
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her gualitY » Show your Builders how 


rinse HOMASOTE PRODUCTS 


cut building time and costs 


i =  e 
HOMASOT 
ne PANELS 
2x8 


v V-grooved wv End-matched 
o %” thick 


for interior and 
exterior use 


: Interior walls and ceilings 

: Carport and porch ceilings 

. on and wall sheathing 

th lay be applied horizontally or vertically 

. Pply over or under the ceiling joist; 
Because of end-matching, : 
ends need not hit studs 


seid 


The only ¥%” 
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insulating 
panel 


for exteriof © 
wall or roo 
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or exterior 
finish 
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Handbook 


As always—Homasote sells the Building Field 





FOR EXAMPLE: 


HOMASOTE ONE-MAN PANELS 


der 
264 0" 


more~ 


on every 1,000 sq. ft. of exterior wall area 


Every builder in your territory 
needs Homasote Products—re- 
gardless of the size of his opera- 
tion. You can show him how to 
give higher quality, while reduc- 
ing his costs. You can show him 
how to save either in specific 
applications or throughout the 
whole structure. The One-Man 
Panel is only one of many time- 
and money-saving forms in 
which weatherproof Homasote 
is now available. Moreover, 


these products permit uses not 
possible with other materials. , 

To build sales more rapidly to 
both builders and home owners 
alike—pinpoint your sales ef- 
forts by concentrating on one 
Homasote Product or Applica- 
tion per month—as all Homasote 
representatives are now doing. 
You will be supported by a 
consistent national advertising 
program in leading Consumer, 
Architect and Builder journals. 





And now—we are able to supply you with a dynamic, new— 
but fully tested—sales builder. What you see pictured at the 
left is a three color NUTSHELL CARD measuring 3” x 6”. 
Each of these cards graphically presents the major uses for 
a Homasote Product. Each month you mail out the card which 
is being nationally advertised that month. When you display 
these on your counter and mail them out with your state- 
ments, you get amazing, traceable results. For full details of 
this new plan, contact your Homasote representative or write 
us direct—kindly address Department F-5. 








VACATION 
HOUSE 
#702 


4 ~ 
. : 
3 # z 
a « 

« ¢ 

VING ! 

ANC ; 
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TO WIDEN 
YOUR MARKET... 


get the full facts about Vaca- 
tion Homes and Shell Houses, 
Farm and Utility Buildings 
constructed by the new Versi- 
truss-Panel System. Also— 
ask about the Homasote 
Financing Plan for Vacation 
Homes and Shell Houses. 








HOMAS OTE company 
TRENTON 3, NEW JERSEY 
Homasote of Canada, Ltd. e 224 Merton Street ¢ Toronto 7, Ontario 


solely through the Building Materials Dealer 


t-208 
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Series 700 King Size 
womens | MAIL BOXES 


Big enough to hold largest magazines! 
Here’s the answer to your customers’ need for an attrac- 
tive mail box that is roomy enough to hold largest 
magazines. Box is 16%” wide x 8%” high x 6%” deep. 
Customers are sold on the personal- Personalized with your customer’s name FREE! 


ized feature of M-D mail boxes. 
Just show the blank name plate im ¢ 

- P No. GB-700 Gold ON No. GG-703 Gold 
Lid on Black Box if Lid on Gold Box 





attached to the face of each box... AS 

and the order blank with envelope 

inside the box. Explain how the 

customer gets his name engraved 

FREE on name plate merely by t 

sending order blank and plate to us No. BG-701 Black ———, No. AA-704 Aluminum 
in the envelope provided. US on Od Sox : ; 
We’ll engrave the plate and mail it 

back to your customer. No work 

involved for you, but we explain : 

the plate is engraved through special 

arrangements with you. 


No. BB-702 Black No. BA-705 Black 
Lid on Black Box "s Lid on Aluminum Box 


BUILDERS M.D products are sold DEALERS ORDER TODAY— 
by leading Hardware, Lumber and YW, your order will receive prompt 
Building Supply Dealers. ‘A shipment. 


= 





ve Features that sell them! 
IN ANODIZED ALUMINUM 


Choice of 6 gorgeous color combinations! Never rust, tarnish or need polishing! 


mad Anodized 


Aluminum 
SERIES 500 MAIL BOXES SERIES 400 MAIL BOXES RURAL MAIL BOXES 


SERIES 500 is roomy... designed to SERIES 400 features graceful, vertical Made of extra heavy gauge aluminum 
be practical yet enhances the appear- design. A handsome box your customers in choice of 4 lifetime finishes. Never 
ance of any home. Your customer can will be proud to own. Available in 6 rust, tarnish or need painting. Meet 
choose from 6 gorgeous color combina- striking color combinations shown govt. specifications for No. 1 size. 
tions indicated below. 


x 


‘ ALBRAS— ALBLACK— ALBRIGHT— 
No. GB-500 No. BB-502 No. AA-504 No. GB-400 No. BB-402 No. AA-404 Permanent Anodized Permanent Anodized Permanent Anodized 
Gold Lid on Black Lid on Aluminum Lid on Gold Lid on Black Lid on Aluminum Lid on Brass Color Black Color Chrome Bright 
Black Box Black Box Aluminum Box Black Box Black Box Aluminum Box 


ey half 


ra 
JJ 
M-D Mail Box Holders 
9 pa No. BA-505 No. BA-405 ALACROME— For all standard rural mail 
lack Lid on Gold Lid on Black Lid on Black Lid on Black Lid on Permanent Natural 
Gold Box Gold Box Aluminum Box Gold Box Aluminum Box Aluminum Finish og ming rust-proof. 
asily installed. 





NEWEST M-D SALES MAKER! 
Anodized Aluminum 


MAIL DROP 


Extruded aluminum mail drop in beautiful, permanent ano- 
dized finishes: Satin, Albright, Albras and Alblack. Overall 
dimensions of outside and inside plates 13%” x 3%”. Slot is 
11%” x 1%”, large enough for biggest magazines. Handsome 
fluted panel swings outward. For any door or wall. Packaged 
mail drop includes outside and inside plates with screws for 
installation, packed 6 per carton all same finish. 





Manufacturers of Quality Building Products 


MACKLANBURG-DUNCAN CO. 


P. O. BOX 1197 © OKLAHOMA CITY 1, OKLAHOMA 
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Hardware. Store Business 


For more facts, 


use handy back 
cover coupon. 


NEW PRODUCT PARADE 


(begins on page 28) 


Quickset Mounted Wail Tile 

A new line of 3” x 3” Quickset 
mounted wall tile is announced. The new 
tiles have been reduced to a _ thickness 
of 44” and mounted on improved, semi- 
rigid, no-sag paper that makes sheets 
easier to handle and reduces job-site 
labor. Tile is ideal for thin-set mortar 
or adhesive installation. 

Eight designs are being marketed un- 
der the trade name of Blended Three’s 
through authorized Romany Spartan dis- 
tributors. Different wall design effects 
are attainable. U. S. Ceramic Tile Co. 

Circle No. 222 on Handy Cover Card 
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A 14-Piece Box and Wrench Set 


Oxwall’s new 14-piece box and open 
end wrench set is offered at a special 
send-off price of 99¢. All wrenches are 
made in the U.S.A. of hardened and 
tempered tool steel, nickel-plated. Each 
wrench is clearly marked with its size, 
ranging from 3/16” to 2”. The wrenches 
are packaged in a new E-Z Hang-Up 
Kit shown above. 

Do-it-yourselfers will find the kit an 
easy way to store, find and use the 
wrenches on view through a clear plastic 
kit cover. Oxwall Tool Co. 

Circle No. 223 on Handy Cover Card 
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Brush-On Floor Tile Adhesive 


Atlas-brand, brush-on floor tile adhe- 
sive is designed for use by the do-it- 
yourselfer. In addition to being easy to 
apply, the adhesive is non-flammable and 
non-toxic. Under normal circumstances, 
the rubberized adhesive can be brushed 
on at night and the tile installed the next 
morning. 

It’s available in quart, one-and-five- 
gallon containers. Recommenced for 
asphalt and vinyl asbestos tile. Sales aids 
include counter display shown above. 
The Flintkote Co. 

Circle No. 224 on Handy Cover Card 

















Sliding Door Hanger 


Trade-named Roto-Lok, a 
new hanger for interior by- 
passing doors contains a 
stepless - adjustment for 
plumbing door with jamb. 
Double use of nylon damp- 
ens the sound of moving 
doors. The maker’s exclusive 
Roto-Lok turn-ratio is said to 
make adjustment easy after 
the door is hung. Rotor is 
self-locking. Lawrence Broth- 
ers. 

Circle No. 225 on Handy Cover Card 
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Sink Selector Guide 

A pocket-sized sink se- 
lector guide enables a dealer 
to tell at a glance what size 
sink front or cabinet is best 
for different sized kitchens; 
maximum size sink that will 
fit it; a price and quality 
range from which to choose. 
To obtain guide, write Ly- 
oncraft Stainless Products, 
Div. of Lyon, Dept. BMM, 
13881 W. Chicago Blvd., 
Detroit 28. 
Circle No. 226 on Handy Cover Card 


Window Hardware 


A new line of removable 
hardware installs easily on 
stock wood double-hung 
windows’ and __ horizontal 
slides. The aluminum, silver- 
vinyl-coated hardware is 
made for both left or pres- 
sure side and right or fixed 
side. Assembled under trade 
name of EasySet. Horizontal 
slider hardware known as 
EasyGlide screws in place. 
Kingsley-Johnson. 

Circle No. 227 on Handy Cover Cord 


Has New Sink Frame 


New Nautilus Top-Side 
stainless steel sink frame 
can be installed in seven min- 
utes. Sink is placed in 
caulked frame; preassembled 
Snap-Lok spring clamps can 
be attached easily as shown 
above. Snap-Lok _ spring 
clamp provides tight, perma- 
nent sealing of frame, sink 
and counter-top. Installation 
requires no special tools. 
Major Industries. 

Circle No. 228 on Handy Cover Card 


June 19, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








Who’s the fireplace “expert” in your town? 


When you handle the complete line of Bennett 5. You have all the advantages that nearby Ben- 
fireplace construction equipment and Flexscreen nett jobber service can mean in fast delivery, 
decorative accessories, YOU are the “fireplace balanced inventories and on-the-spot sales help. 


expert” in your town: 
Yes, it’s a fact that more and more builders and 


homeowners are depending upon YOL their 
building materials dealer — to provide the best 
You have the biggest, most-wanted fireplace equipment and also the know-how needed to build 
screen and accessory line in America. and decorate a modern fireplace. 


- You have the top line of construction equip- 
ment to build any kind of fireplace. 


You have the advice and sales assistance o ; . 
i re uf Mail the Coupon get the full story on the ex- 
trained Bennett fireplace specialists. . ‘ tr 
: tra fireplace profits you can earn with the Bennett 
You have the opportunity to combine ordersand _and Flexscreen lines. We think you'll agree it’s 
earn bigger discounts on all your fireplace needs. a profit opportunity that can’t be equaled... 





BENNETT-IRELAND INC., 661 Pine St., NORWICH, N.Y. 


yy N N yy ’ | Vy ! ’ Please give me details of your fireplace sales program 
for Building Material Dealers. 


FIREPLACE 


FIREPLACE CURTAINS Sanee tome 
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Clear Span — 
STEELFRAMED/ /i 
BUILDINGS 


} LOW PITCH i 
40’ to 80’ 


UMBRELLA 


0 
FRAME — 40’ CA 
LAZY ss sie lack 32’ oO 


P.4 TRUSS 30’ to 60’ P.1.5 TRUSS 40’ t 





advertise !!/ 


.. WITH THE INDUSTRY’S BEST 
MERCHANDISING PROGRAM FOR 
DEALER USE and PRUDEN shares the cost! 


FAIRS AND EXHIBITS 
—Colorful banners and signs 
—all aimed at County and 4H 
Fair promotions. Even special 
discounts for frames used for 
exhibit purposes. 


NEWSPAPER ADVER- 
TISING_~ variety of news- 
paper ad mats are available, 
without charge, for your news- 
paper promotions. And Pruden 
has a liberal co-op plan to 
increase your advertising 
budget mileage. 


P F TRUSS 
16’ to 40’ 


IDEAS FROM TRAIN- 
ING SCHOOLS ~—Pruden 
conducts training schools every 
winter for product information, 
saleshelp andideas exchange. 
And you're Pruden’s guest at 
these informative schools. 


DIRECT MAIL FOLD- 


ERS—a series of six attrac- 
tive folders for regular or spe- 
cial mailings. Pruden mails 
them, first class, to your list. 
You get the return cards from 
real prospects. 


Get on the 
Pruden 
bandwagon 


THE TURNTABLE OF 
DESIGN IDEAS—winia- 
ture, scale-model erected 
frames—with colorful printed 
covers depicting the many ma- 
terials and types of buildings 
possible. Complete with a 
turntable. 


RADIO and TV SPOT 
COPY —Rreal selling copy 
available for 10, 20 and 30- 
second radio spots and slides 
for TV use. All tie in with other 
promotions to give you a well- 
rounded program aimed at 
more sales. 


OUTDOOR BILL- 
BOARDS — colorful posters 
for outdoor billboards are 
available at no cost for timely 
seasonal promotion. Gives you 
extended exposure and iden- 
tifies you as a Pruden dealer. 


SELLING MANUALS— 


Selling made easier with the 
finest and most complete 
Dealer and Pricing Manuals in 
the industry. 


PRUDEN PRODUCTS CO. 
110 Water St., Evansville, Wis. 


Please send me more information on the Pruden Planned Mer- 


chandising Program. 


NAME 





COMPANY 





NTILEVER 
ERHANG 


...8a/es are going en 
up, up, up! city. 





STATE 
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HIGHWAY SIGN has salespower. Dealer Bering says: “When we 
advertise a ‘special’ on that sign, we'll always get sales.’’ The 
100’x150’ store was built in 1958. 


Store Business Doubles Overall 
Yard Volume in Four Years 


© Texas lumberman discovers the pleasures of becoming 
a broad-line building materials merchandiser. Now he 
profits from hardware, paint and tool sales, plus the lum- 
ber and building materials business. 


¢ Nearly every consumer sale includes both lumber and 
hardware items. 
AUGUST ¢ Some mistakes were made when Bering Lumber went 
siping“ into consumer store selling. But these mistakes were recog- 
nized and rectified, as told in this story. 
* Power tools and paint lead the sales parade. A sepa- 
rate wholesale builders’ hardware division is growing, 
too. 











Hardware “ Store Business 


Big increase came when professional display men 


HOUSTON 

OR MANY YEARS, August Ber- 

ing was an ordinary lumber dealer, 
struggling along in the same fashion 
as most other retailers, handling a 
volume of about $500,000 a year. 

In 1958, Bering Lumber Co. moved 
to the outskirts of Houston. Carefully 
reading this magazine for the key to 
the future, August came across the 
story of Wood’s Do-It-Yourself super- 
market in Birmingham, Ala. 

“That one really took my fancy,” 
he recalled. “I drove to Birmingham 
and made a personal inspection. I de- 
cided then that I wanted to become a 
merchandiser instead of just another 
lumber dealer.” 

Today, August will proudly show 
you his successful one-stop building 
materials and hardware store. With 
equal pride, he reports that sales vol- 
ume this year will be double that of 
1958. 

Boners, Mistakes are bound to hap- 
pen when a dealer changes his way 
of doing business. Bering was no ex- 
ception. He found it was a mistake 
to stock housewares. Part of the blame 
goes to his hardware consultants, who 
had not yet understood the basic prin- 
ciple of the one-stop Home Center, 
which is confined to building materials 
and hardware that is directly related 
to home improvement, home main- 
tenance and the home craftsman. 

Bering also committed another er- 
ror which is common to lumber retail- 
ers with new stores. He paid too little 
attention to housekeeping and he al- 
lowed manufacturers to pile their dis- 
plays into the showroom. Result: “You 
couldn’t see from one end to another,” 
as Bering put it. 

The housewares and gadgets were 
tossed out with a big clearance sale. 
The space was converted to more 
tools, paints and building products. 
Plumbing and electrical supplies were 
also added. 

Last year merchandising experts 
from a Houston wholesaler were 
called in to overhaul the fixtures, 
make sales-sense out of the clutter. 
Now the store has five-tier islands 
and neat wall displays, designed to 
work together. The revamp cost $1,- 
000 for the experts and $1,500 for 
new fixtures. “And it was worth every 
dollar,” says Bering. 

Store sales now account for 15% 
of overall business. In addition, a sep- 

(continued on page 42) 


came in to revamp store. 


STORE MANAGER Rod Erxleben takes a telephone order as 
he completes a cash sale. 


GENERAL MANAGER Sidney Morse checks in galvanized ware 
with lumber package in background, symbolizing the product 
diversification at Bering Lumber Co. 


se 
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CEDAR STOCK moves 
fast for fencing, says 
August Bering, hold- 
ing a piece of rough 
cedar in his hand. The 
fencing is sold on an 
installed basis by Ber- 
ing, with labor con- 
tracted to a fencing 
specialist. 





STORE BUSINESS DOUBLES 


(begins on page 40) 





arate wholesale builders’ hardware di- 
vision has an annual volume of $150,- 
000. 

Significantly, the hardware, paint 
and tool facilities have benefited the 
lumber and building materials busi- 
ness. In almost every sale, says Ber- 
ing, lumber is sold with items from 
the store. 

In fact, Bering is recapturing some 
tract builder business this year. The 
Houston dealer also enjoys a thriving 
business with custom contractors and 
carpenters—his store often generates 
jobs for them. Bering lists 800 con- 
tractor-builder customers. 

“Builders like to buy everything at 
one stop,” says Bering. “It simplifies 
their purchasing.” 

Coffee is served in the store at 7 
a.m. for contractors and mechanics— 
it’s their eye-opener for the day. The 
tradesmen are good customers for 
Bering’s tool department, too. 

Power tools. The most spectacular 
current growth is in power tools. Sales 
are expected to reach $40,000 in this 
department this year, compared to 
1960 sales of $30,000, 

About 70% of Bering’s power tool 
business is with contractors and build- 
ers. 

The manufacturer’s salesman calls 
each week to keep the display in shape 
and in stock. He also is on hand for 
regular power tool demonstrations. 

Builders’ hardware. The wholesale 
builders’ hardware division was anoth- 
er growth decision. Manager Hugh 
Reveley bids successfully on com- 
BUILDERS’ HARDWARE MANAGER, Hugh Reveley, will soon get a new 58x50’ build- mercial, institutional and builder jobs 
ing extension for his thriving wholesale division. He had 30 years experience in hard- in the metropolitan Houston area. He 
ware before joining Bering’s. maintains a $50,000 inventory of all 


PAINT MANAGER Martial Hussion is on top of his decorator’s corner. 
‘I've got one of the fastest growing (and profitable) departments,’ says 
Hussion. He serves both paint contractors and the homeowner trade. 
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major brand locks and related hard- 
ware. 

Reveley’s division will soon be 
housed in a separate building adjacent 
to the Bering retail store. The space 
now occupied by the builders’ hard- 
ware division will be used for an ex- 
panded power tool department. 

Paints. There is sales power in 
paints, too. Bering reports that paint 
department volume will reach $36,- 
000 this year. 

Paint manager Martial Hussion says 
that he serves three paint contrac- 
tors. The balance of trade is with 
consumers. Cash business runs about 
15% of the total volume and employ- 
es number 18. 

Handyman customers buy lumber 
at the yard, come to Hussion for prop- 
er paint and finishes. 

Promotion. Five times a year spe- 
cial sale circulars, provided by a whole- 
saler, are issued to 5,000 homes by 
Bering Lumber. This has resulted in 
a charge account list of some 2,500 
families. Bering’s advertising budget is 
.6% of sales. 

Bering advertises “do-it-yourself” 
extensively and stresses “fast person- 
alized service.” This year he is expand- 
ing his garden and lawn supply lines, 
which will be strongly promoted from 
a new 15’x20’ outside display area. 

The firm sells building materials 


packages, too. One example is cedar 
fences. Bering merchandises this spe- 
cialty, hands the installation business to 


a friendly independent contractor. 
Sale to drywall applicators is anoth- 
er growing specialty. 

Control. Last year inventory con- 
trol was started for store items. Bins 
are tagged with retail prices and the 
minimum and maximum amount of 
merchandise for each bin. Allocation 
of shelf space is based on demand; 
slow-movers get only token display. 

Management control of the store is 
achieved through a daily cash record. 
Through study of this daily sales re- 
port, Bering can adjust inventory and 
learn which departments need extra 
merchandising. 

The hardware store maintained a 
steady increase in sales through 1960, 
while building materials declined with 
the housing fall-off in Houston. Now 
the lumber end is expected to come 
back and the hardware business is still 
growing. 

Sid Morse, manager of the lumber 
and building materials department, 
questions whether the hardware store 
has been a big boost for the lumber 
business. “Actually,” he said, “if it 
weren’t for our lumberyard, and our 
steady contractor business, the hard- 
ware store wouldn’t have grown as it 
did.” 

Store manager Rod _ Erxleben 
wouldn’t comment on what has caused 
the success of the store. He was too 
busy at the cash register. 


SERVICE REPRESEN- 
TATIVE for Porter-Ca- 
ble Co., Bill Hanson, 
checks displays of 
power tools, above 
and at right, and talks 
to customer in demon- 
stration corner, be- 
low. Slotted shelves, 
suggested by Hanson, 
are ideal for power 
saw display. Hanson 
replaces inventory 
and works closely 
with Bering on sales 
projections and pro- 
motions. 





PREFABRICATE 
ROOF TRUSSES 


... with NO big 
investment needed! 


... most efficient 
ALL-NAIL PLATE 


WRITE TODAY to see how you 
can prefabricate trusses with no 
presses needed, no large initial 
investment. New Sanford Grip- 
Nail cuts builder costs, provides 
a 30% materials savings with a 
professionally engineered quality 
truss. You enjoy lowest cost for 
plates and nails, free customer 
truss design service . . . complete 
fabricator program by the world 
leader in roof truss connectors — 
Sanford. Four regional offices. 


P. O. Box 1177-A 
Pompano Beach, Florida 


SANFORD 
ROOF TRUSSES 


Circle No. 32 on Handy Cover Card 
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Dealer’s printed policy controls 


Sale of Building Lots and 
Materials to Contractors 


Vernon H. Landgraf, a retail building materials dealer in 
Cape Girardeau, Mo., has everything down in black-and- 
white for the benefit of his contractor customers and himself. 


1. Any lot which a contractor states 
that he wants to buy will be consid- 
ered sold only on the following terms: 

(a) If residence has been started 

on the building lot within 60 
days after intention of pur- 
chase is stated by the con- 
tractor. Only one lot will be 
allowed unless down payment 
is made. 
Cash payment for sale of lot. 
If down payment of at least 
10% of sale price is made on 
a lot, the contractor will have 
90 days to begin building the 
residence with no_ interest 
charge. 

(d) If down payment is made 
and house is not. started 
within 90 days, a 6% inter- 
est charge will be made after 
the 90-day grace period or, if 
the contractor elects, earnest 
money will be refunded less 
a 6% interest charge on the 
full amount of the sale price 
of the lot if it is not started 
within the 90-day period. 

2. If a contractor has already stated 
intentions of buying a lot before the 
date of this letter, we will consider the 
above policies as starting on the date 
of this letter; if a down payment has 
been made, we will refund the down 
payment, if the contractor wishes, 
without any interest charge. 

3. Any lot which is sold on the 
above policies shall be paid for as 
follows: 

(a) On any speculative house, 
the lot shall be paid for when 
roof is on the house. 

(b) On a house for an individ- 
ual, the lot shall be paid for 
before work commences; or 
when roof is on house when 
first payment is made the 
contractor. 


PAYMENTS FOR MATERIALS 
1. On speculative type houses we 
shall expect a minimum payment of 


25% of materials that have gone into 
the house when it is plastered. This 
payment shall be due when the house 
is plastered. 

2. Final payment on_ speculation 
houses shall be due when the house is 
finished and sold. 

3. If the house is not sold immedi- 
ately upon completion, we will allow a 
90-day grace period for payment; after 
this date we will make a 6% charge 
on the unpaid balance of material. 

4. Payments on houses for individ- 
uals shall be at least 75% of materials 
that have gone into the house when 
the roof is on, 75% of materials when 
it is plastered and the balance when 
house is completed and contractor has 
received full payment. 


DISCOUNTS 

1. We will allow a contractor dis- 
count of 5% on all materials except 
net items which shall be marked ac- 
cordingly. This discount shall apply to 
both speculative and custom built 
houses. 

2. We shall further allow a 2% 
cash discount on all materials if full 
amount is paid on any particular job 
by the 10th of month following pur- 
chases. 


PAID UP STOCK TO BUILDING & 
LOAN ASSOCIATIONS 


1. We shall make a charge of $100 
for each $1,000 on which we take 
paid-up stock. We have informed real 
estate companies of this new policy 
and informed them to add this to the 
selling price of houses we are involved 
in. We will add this charge on the 
contractor’s monthly statement at the 
end of the job. We would suggest that 
the contractor make a like charge of 
$100 on each $1,000 where he takes 
stock and add it all to the sales price. 

2. We will go 50% of the stock re- 
quired for all cases if the contractor 
goes 50% and wants to sell the resi- 
dence in this manner. 
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Hardware. Store Business 
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VINCENT STEPS on pedal and colors 
drop into the tint base while contractor 
watches operation. 


VINCENT SETS DIAL to determine the 
correct amount of color for the cocktail 
shakers below. 


COLOR SELECTOR BOOK is used by Jack 
Vincent to help a paint contractor fill an 
order. 


$750 Mixer 


Helps 


Boost Sales 25% 


Texas dealer cuts down paint inventory by as much as $1,200 
and turns painting contractors into his best salesmen. 


OpeEssaA, TEX. 

DESSA LUMBER and Paint Co. 

has plenty of proof that a color 

mixing machine can increase sales 
and reduce inventory investment. 

“Our paint inventory averages be- 
tween $8,000 and $9,000, which gives 
us a six-time turn a year,” said Jack 
Vincent, who, with Joe F. Ruehs, 
owns and operates the business. “We 
look forward to an eight-time turn 
this coming year, since our sales are 
increasing with $1,200 less inventory 
investment.” 

Machine cost $750. “The color mix- 
ing machine cost us $750,” added 
Vincent. “We think it’s better busi- 
ness for us to have $750 invested in 
a color-mixing machine than $1,200 
in colors that are not moving or are 
moving very slowly.” 

Fifty percent of this firm’s paint 
sales are now through painting con- 
tractors who have become Jack’s best 
paint salesmen. He supplies each paint- 


ing contractor with color selector 
books. 

Being able to furnish exact shades 
as a result of the new color-mixing 
machine has helped them sell a lot of 
former do-it-yourself painters, some of 
Vincent’s paint contractor-customers 
claim. Said one paint contractor: 

“With the new color-mixing ma- 
chine, we know for sure that the cus- 
tomer is going to get the exact shade 
she spent so much time selecting. And, 
if we have to, we can match those 
colors exactly, which is very difficult 
to do otherwise. 

“Women deciding on redoing their 
rooms can’t be hurried. It takes the 
majority of them 10 days to two weeks 
to decide on their colors,” added the 
contractor. He finds the color decision 
is seldom made by the husband-and- 
wife team alone. Neighbors are called 
in for their opinion, so are the wife’s 
club members and relatives, then there 
are ideas gleaned from the shelter 
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magazines. All this takes time. 

“But it’s time well spent,” asserts 
Vincent, “because it stimulates the am- 
ateur consultants into redoing their 
own rooms.” 

Professional help. Obviously, it 
would be costly for the dealer to in- 
dulge himself in this type of selling. 
“And the average salesman can’t create 
the favorable impression of a profes- 
sional painter, either,” Vincent points 
out. 

He finds that the average house- 
wife’s trend is toward pastel colors, 
like something she may have seen but 
different enough to be distinctive. 

“Women don’t like to compliment 
others by copying color schemes ex- 
actly,” explains Vincent, “but with the 
aid of the color selector book she can 
choose and get an exact shade.” 

The color mixing machine takes up 
much less space than the $1,200 worth 
of paint that it’s no longer necessary 
to stock. Vincent finds it foolproof 
and easy to operate. 

“We no longer have paint all over 
our hands and clothes, either,” he con- 
cluded. “Our sales increase will more 
than pay for the mixing machine 
within a year’s time, and we will have 
as working capital the $500 difference 
between the cost of the machine and 
the amount we reduced our inven- 
tory.” 
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Hardware. Store Business 


PAINT STOCK is allocated shelf space according to 
numbered cans, in system adopted by Word Lumber Co., 


Fort Payne, Ala. 


Shelf System Keeps Stock in Line 


Alabama lumber company adopts policy that helps to elimi- 
nate both overstocking and understocking of paints. 


ForT PAYNE, ALA. 

SIMPLE SYSTEM of inventory 

FA control on paint was adopted with 

the recent remodeling of the paint de- 

partment of Word Lumber Co., Fort 
Payne, Ala. 

Since each manufacturer stamps a 
number on each can, designating the 
type paint, the shelves in the Word 
paint department are numbered ac- 
cordingly. Consequently when a ship- 
ment of paint comes in, a place is re- 
served for it on the correct shelf. 

House paints are displayed in one 
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section, enamels in another, floor 
paints in another, latex paint in an- 
other and so on. By visual inspection, 
it is easy to tell what paint is missing 
or in short supply. Orders are placed 
weekly, so that the stock is kept right 
up to snuff. 

Shelves are adjustable to the size 
cans of paint being displayed, so min- 
imum space is occupied. Cans are kept 
two deep on the shelves. 

As evidence of the need for a tighter 
paint inventory control, Norton Word 
said that when he began the new sys- 


tem of shelf numbering he found he 
was short several types of paint and 
had to place a $900 order at one time. 
He was overstocked on other items. 
The new system eliminates both prob- 
lems—overstocking and _ understock- 
ing. One employe is in charge of 
housekeeping and maintains the paint 
stock. 

Word Lumber Co. carries two lines 
of paint to allow a price range and at 
the same time catch some customers 
who prefer one brand of paint and no 
other. A new paint blending machine, 
which can produce some 1,200 tints 
was recently installed. 

One entire section of the store is 
allocated to paint accessories—clean- 
ers, removers and polishes of all kind. 
A display of brushes is nearby. 
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BUILT-IN QUALITY 


The qualities you need most in 
painted aluminum rain carrying 
equipment are built into the 
Quaker State line. 

Certified aluminum coil, con- 
trolled from cast to finished roll- 
ing in our new plant, is first 
formed, then washed, de-greased, 
etched and primed to form a 
perfect base. 

After this complete surface 
preparation, each piece is elec- 
trostatically spray painted with 
a uniform coat of the highest 
quality white modified alkyd 
enamel. The white semi-gloss 
finish blends closely with a// ma- 
jor brands of white aluminum 
siding. 

The price? With all of these 
advantages, Quaker State Painted 
Aluminum Rain Carrying Equip- 
ment is competitively priced to 
assure you of the best value in 
painted aluminum rain carrying 
equipment today. 





painted 
aluminum 


A COMPLETE LINE OF WHITE 5S” OGEE 


Get immediate delivery on painted aluminum rain carrying 
equipment that blends perfectly with a// aluminum siding. 
Available now in 5” Ogee embossed or mill finish, with ail 
necessary accessories! 

Quaker State also carries industry’s most complete line 
of rain carrying products in copper, galvanized, aluminum, 
terne and Armco ingot iron. In styles ““K’’ and half round. 
All popular sizes. 

Contact your building products distributor or write 
direct to Box C-1167. 


STATE METALS COMPANY 


A Division of HOWE SOUND COMPANY 
Lancaster, Pennsylvania 


Mill Producers of Aluminum Sheet, Coil, Tubing and Extrusions 
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ladies... 





Fashions by I. Magnin 
Wood Siding by Weyerhaeuser 


MR. DEALER: 


This advertisement is being 
published in BUILDER magazines 
to help keep your customers 


SOLD 


on genuine wood siding 
by Weyerhaeuser 


Weyerhaeuser 
Company 





...buy the homes you build! 


Make your homes strikingly handsome, 
enduringly beautiful ...instantly 
wanted! “Clothe” them in 


genuine WOOD siding 


Important first impressions often determine your 
buyer’s attitude toward the entire home... and the 
exterior instantly creates that first impression. The 
classic beauty of genuine wood siding with natural 
grown-in values enhances buyer interest . .. opens the 
front door to buying action. Give yourself this added 
sales advantage—use genuine wood siding by 


Weyerhaeuser—the name known for quality in wood. 
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FREE-FULL COLOR BOOKLET “The Best Dressed Homes” 


Sets the fashion for home exteriors in terms the lady can understand 
... her own wardrobe. A unique booklet featuring classic fashions by 
I. Magnin and genuine WOOD siding by Weyerhaeuser. Send for your 
copy today . . . additional copies available on request. 

Write for booklet SP-112, Weyerhaeuser Company, Trade Promotion 
Dept., Tacoma 1, Washington. 


Name 
Address 


Zone State 





Hardware ; Store Business 
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MATCHING COLORS is easier and faster since Hope Lumber Co., Tulsa, Okla., in- 
stalled two paint mixing machines. They have been partly responsible for the 
dramatic sales increase in paint enjoyed by this firm. 


Paint Inventory Cut, 
But Sales Go Up 


Fast color matching, fresher stock enables Oklahoma dealer 
to promote and sell more paint products to contractor and 


consumer trade. 


TULSA 

AINT INVENTORY was cut from 

$75,000 to $20,000 while sales 
jumped 300% in less than four years. 
That’s what happened when Hope 
Lumber Co. installed two paint mixing 
machines and started promoting in- 
terior decorating and paint to do-it- 
yourselfers. 

The machines cost $600 each, a 
small expenditure for the sales results 
that followed, believes Walter R. Kelly, 
manager and vice president of the 
firm. Advantages of the machines were 
emphasized by Phil Slankard, paint 
department manager. 
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“They not only gave us more space 
for other merchandise,” he says, “but 
they increased our color potential and 
cut down on labor costs by eliminating 
several hours time spent weekly in 
shelving and checking. Remodeling 
the department gave us more space 
and a more attractive area for do-it- 
yourself customers.” 

Faster turnover (every 90 days) has 
been a real selling point, too, adds 
Kelly. 

“And if you don’t think this is a 
selling point,” he declares, “you should 
hear how some of our professional 
painters brag about the factory-fresh 


stock they always get here.” 

Promotion. Personal sales calls, di- 
rect mail and house-delivered bulletins 
have brought paint to the attention of 
scores of prospects. 

“We mailed out monthly bulletins, 
offering free instruction on do-it-your- 
self paint and interior decorating prob- 
lems,” explained Slankard. “We made 
home deliveries of hand bills, checking 
homeowners for any decorating and 
remodeling plans. Prospects were fol- 
lowed up by either a personal visit 
or phone call.” 

Hope Lumber’s paint business began 
picking up almost immediately. Slank- 
ard made night appointments to dis- 
cuss decorating problems with working 
couples. He contacted builders of some 
of Tulsa’s largest shopping centers, 
also managers of downtown office 
buildings to discuss modernizing their 
decor. 

“Many people,” says manager Kelly, 
“aren't aware of the ever-changing 
color styles. For example, the cycle of 
pale pastel colors gave way to more 
pronounced accent colors in both of- 
fice and home.” 

Besides being able to produce or 
reproduce hundreds of color tints, 
Hope Lumber’s paint department can 
produze paint in any quantity the cus- 
tomer orders, from a few brush 
strokes to hundreds of gallons. 

“This is not only a customer savings, 
but makes it possible to match any 
shade exactly by using the same for- 
mula which produced the original 
shade,” explains Kelly. “It is not un- 
usual for us to supply 500 to 1,000 
gallons of paint to a large shopping 
center builder. Before we started our 
merchandising promotion, we consid- 
ered 100 to 300 gallons a good sale.” 

In addition to numerous instruction 
pamphlets, Hope Lumber’s paint de- 
partment has a complete library of 
information to answer any paint or 
decorating question. This book-out 
service, as it is called, not only gives 
the customer plenty of time to study 
various color schemes right in his own 
home, but cuts down on the consulta- 
tion time for Slankard and his two 
helpers. 

“If a paint department manager 
wants to get his share of sales,” con- 
cludes manager Kelly, “he must take 
advantage of the trends in color styles 
and merchandising methods and make 
his department attractive to both the 
professional and do-it-yourselfer. I can 
proudly say that Phil Slankard and 
his boys do all these things.” 

Although it takes up only a little 
space in Hope Lumber’s four-acre lay- 
out, the paint department is one of the 
busiest and most profitable spots in 
the whole organization, accounting for 
about 15% of gross sales. 
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Grit, price-spot, and 


The eyes type of paper. The per- 
fect triple play to invite self-service 
have 


sales. You'll find them all at a 
e glance on the side of every 3M Sandpaper 
] Cabinet. These colorful, sturdy cabinets hold 

complete grit selection ... boost sales up to 
25%! Five sandpaper cabinet assortments to 
choose from. Ask your 3M Man. 


“*3m’" IS A REGISTERED TRADEMARK OF 3M CO., ST. PAUL 6, MINN, 


Mienesora 1fimine ano \fanuracrurine wae 3M 
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closest 
toa 
permanent 


clear wood 
finish 


SATIN FINISH 


Hand-rubbed look! The mellow glow of the wood 
gives no apparent evidence of a finish having been 
_applied. Made from specially processed tung oil. 

For a free 1 pint sample, attach this ad to your letterhead. 
WATERLOX DIVISION, THE EMPIRE VARNISH CO. 
2638 East 76th Street, Cleveland 4, Ohio 
Circle No. 26 on Handy Cover Card 
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ALL OF YOUR 
CUSTOMERS 
NEED...AND 


BUY 


(ar 


BUILDERS 
HAH I lat —_ 

YOURSELF 

CUSTOMERS q a 


From the big builder to the home 
all of your customers are 








DO.-IT- 








handyman... 
prospects for the positive protection of 
MASTER PADLOCKS. The rugged laminated 
steel case, precision-built brass cylinders, 
nickel-silver pin tumblers, 
and other Master security 
features assure your 
customers of the world’s 
finest padlock protection. 


MASTER NO. 100 DISPLAY IS A 


COMPLETE PADLOCK DEPARTMENT 
IN LESS THAN 2 SQ. FEET 


Keeps 14 of Master's most popular 
padlocks out where your customers 
can see them...and buy them. You 
pay only for the padlocks... 
Display is FREE! 


MANY POPULAR STYLES PACKAGED FOR PEGBOARD DISPLAY 


Aol All in 25¢ to $1.00 price range. 


No. 1290 asst. contains 24 carded 
padlocks and FREE plastic display 
sign, Retail value $12.90; dealer 
net $8.60. 


Master Jock Company. Milwaukee 45, Wis. 


Circle No. 27 on Handy Cover Card 





‘Hardware - Store Business 


OVERHEAD SLIDING 
TRACKS are used for 
pull-out door displays. 
Hines’ guaranteed re- 
modeling service is mer- 
chandised by _ in-store 
signs and pylon pictures 
of finished garage pack- 
ages and molding sam- 
ples. Note window to 
shed. 





SWIVELING LOCKSET fix- 
ture makes attractive ex- 
hibit of a product which 
is usually difficult to dis- 


play. 


DISPLAY TRENDS 


From a Retailing Leader 


Edward Hines Lumber Co.’s new store and yard near St. Charles, 
Ill., is the last word in modern one-stop merchandising. Typical 
showroom displays are pictured here. See May 22nd issue of BMM 
for complete details of this pace-setting suburban salesmaker. Fix- 
tures illustrated were designed by James N. Lindenberger, architec- 
tural consultant to Building Materials Merchandiser. 


ees ox im 


TELL-ALL INSULATION DISPLAY is a big help to homeowner customers and also trains salesmen. 
Construction details are illustrated and identified. 
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USTIC »y WwooD 


WwooD 
FENCE PRODUCTS 


Manufacturers — Wholesalers 

Expert 
Timbermen 

33 

Years 

“iigee’ in Business 
Z 3 atc uit S : | 
Sell Our Nationally Known Fences 


Large stocks in Toledo and at our Yards in the 
Virginias enable us to ship promptly from nearest 


5 rail. 
Hand split 
chestnut 
rails 
Chestnut 
or locust 
posts. 


WRITE for CATALOG 
of complete lines 


OOD PRODUCTS Co. ‘le4 


Phillips Ave. Ohio 
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Production 
Sandpaper 
discs 5 


H k Hang packs of ‘‘Production” 
00 Paper Discs on pegboard dis- 
plays. Handy tab makes it easy 

extra to do. Disc packs in colorful dis- 
play carton in your tool depart- 

I ment help spur impulse sales. 

Sa es @ Discs sand both wood and metal; 
Universal Center Hole fits any %4” 

or larger electric drill. 5” and 6” sizes in most 
popular grits. 5 discs per pack. Ask your 3M Man. 





PRODUCTION 1S A REGISTERED TRADEMARK OF 3M CO., ST. PAUL, MINN 


Mienesora {imine ano \fanuracrurine E> 


Circle No. 29 on Handy Cover Card 








Sell NEVAMAR and make “plus” sales 


WITH EVERY SHEET, IN ANY SIZE, YOU'LL SELL EXTRA PROJECT MATERIAL 


NEVAMAR gives the “do-it-yourselfer” endless opportunities to 
build attractive furniture pieces or functional built-ins with a 
professional look and a lifetime finish. Each project means extra 
sales for you — not only in NEVAMAR, but in all the material 
needed for the job. This adds up to more business, more items 
moved from your stock. You need only a sample kit of NEVAMAR 

. . the distributor in your area will supply you quickly with 
all your needs. 


This is 
YOU SELL THESE “EXTRAS” (a aac) 
WHEN YOU SELL NEVAMAR _\ NEVAMAR 


© RESISTANT TO CIGARETTE GuRNS 


Lumber, plywood Paints 
Contact cement Brushes 
Molding, edging Table legs 
Sanding material Tools 
Wood glues Hardware 


NEVAMAR DIVISION 


Wag THE NATIONAL PLASTIC PRODUCTS COMPANY 


ms Saran and Nylon Fibers—Nevamar High-Pressure Laminates—Wynene Extruded and Molded Products 


ODENTON, MD. » NEW YORK, N.Y. » LONG BEACH, CALIF. + SAN FRANCISCO, CALIF. + MIAMI, FLA. + CHICAGO, ILL 


DENVER, 


COLO. + PORTLAND, ORE. + CLEVELAND, O. + CHARLOTTE, N. C. + MEMPHIS, TENN. + INDIANAPOLIS, IND. 
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MOBILE SHOWROOM VISITS CONTRACTORS on the job, saving them time and 
money. Sales manager |. J. Cushman, center, invites contractors into his show- 


room-office. 


NEW PRODUCTS ARE BUILT right into the 
miniature display room insofar as possible. 
For example plywood, hardboard and pan- 
eling are seen here. 


NEW KITCHEN CABINET 
serves two-fold purpose: in- 
troduces contractors to a 
new line and provides stor- 
age facilities for refresh- 
ments that help put custom- 
ers in a buying mood. 


Showroom Travels to Contractors! 


Here's an idea that is designed to solve the problem of how to 


show new products to builders. 


DENVER 

ELPING BUILDERS keep 

abreast of new products is made 

easier for Western Plywood & Lumber 

Co. here by means of a miniature 

salesroom on wheels in the form of a 
camper truck. 

Samples of plywood, hardware, 
kitchen cabinets, ceiling and floor tile 
—and most everything the contractor 
would need, including a cup of hot 
coffee—are found in the mobile sales- 
room. 
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“Contractors are busy people with 
little time to visit a lumber dealer to 
inspect new products or learn about 
new services,” says president George 
Knoll, who does a large volume of 
business with home builders. 

“However, just equipping a mobile 
unit and sending it out with a sales- 
man isn’t enough,” contends Knoll. 
“It is our belief that a building mate- 
rials salesman should be a_ walking 
encyclopedia of product knowledge. 

“It is only logical for dealers in 


the industry to become alerted to new 
products and information before the 
contractors do, but if we fail to pass 
this information on to our customers, 
we are not only doing a disservice but 
losing potential business as well.” 

To keep their own crew of eight 
salesmen up to date, sales manager 
I. J. Cushman holds a two-hour class 
every two weeks for a discussion of 
new products, with a windup on some 
phase of selling technique. 

In five years, the firm has grown 
from a meager three-car inventory to 
25 carloads of stock per month. The 
first three weeks the mobile showroom 
was in operation, it was credited with 
helping increase volume $1,000 each 
week. 
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QUICKER AND EASIER TO INSTALL BECAUSE... 


@ It’s a complete package: frame, strike, and 
bumpers 


@ It eliminates mortising, finishing, sanding, and 
hardware preparation 


@ It can be installed after drywall 


@ It’s a self-aligning, self-adjusting frame—rough 
frame need not be completely flush and square 


NO COSTLY CALL BACKS... 


@ Because it’s steel and can’t warp, swell, shrink, 

twist, or rot... it’s maintenance-free 

The clean, contemporary styling of the TARTAN 
delights the ladies. They like the smooth, easy-to- 
care-for finish. There are no cracks to widen, no nail- 
heads to putty or work up. 

See the brand-new Truscon TARTAN Frame at 
your Truscon dealer’s, or factory warehouse; or 
mail coupon for details. 


REPUBLIC STEEL 
TRUSCON DIVISION 


Youngstown 1, Ohio 


REPUBLIC HAS THE FEEL FOR MODERN STEEL 
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Strong 
Modern 
Dependable 

















REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION ¢ DEPT. A-2615-B 
1058 ALBERT STREET » YOUNGSTOWN 1, OHIO 


Please send complete information on the new 
Truscon TARTAN Metal Door Frame (Series 610) 
Name paknenemngeinsie Sy, 


Firm 





Address 


City Zone—— State 
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Py THE BUILDER'S HERO” 


TURN RIGHT AT CHOCTAW 





750 EXTERIOR PAINT Gisllor 


ATTIC STAIRS 
2000 INTERIOR LATEX 


EXTERIOR BOARD «SIDING - 
ALUMINUM PLASTIC PATIO ROOFING: PUpebeaniMbaMnanrmrtess sot 
GARAGE DOORS METAL DODRS+FRAMES nwt By gn 
ALUMINUM WINDOWS:JALOUSIES - ALUMINUM Screen thors 95 ROOF PAINT 
BUILDERS HARDWARE-WATERPROOFING CEILING TILE “12. 4X8 PE PANNEL 
* WOOD PANELING * ALUMIBUM Wondoe Sevens te Fit TUB ENCLOSURE 


PL AMAR | 


ROADSIDE BILLBOARD with ‘‘The Builder's Hero,"’ Bob Erie, foreground, lists many of the 
specialty items that are offered at attractive prices. Price changes and products are changed 
from time to time to conform with market conditions. 


Customers and 


IS ERO A (HERO?” 


= Competitors Disagree 


Flashy promotion by means of special catalogs, flyers, TV 
and outdoor advertising pull customers to Ero, ‘The Builder's 
Hero,"’ a cash-and-carry outlet with two branches in Louisi- 


ana. 


Bob Erie features specialty products. Monthly 1.B.M. reports 
keep him constantly informed on sales and expenses. 


Operating with a 10-man staff, Erie's volume in the Baton 
Rouge store reached $447,500 last year, while net profits 
rose from 3.85% in 1959 to 5.79% in 1960. 


BATON ROUGE, La. 

RO, “THE BUILDER’S HERO,” 

may sound like the title of a comic 
strip, but competitors of this build- 
ing materials firm see nothing to laugh 
about behind this catchy slogan. 

In fact, “The Hero” is nothing but 
an s.o.b. in the eyes of some com- 
petitors, according to R. T. (Bob) Erie, 
president of Ero, Inc. This he con- 
siders something of a compliment (al- 
beit, a backhanded one), as imitators 
are springing up to steal some of his 
business and other dealers travel hun- 
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dreds of miles to study the secrets of 
his success. 

Actually, there is no secret, Erie is 
frank to admit, except good manage- 
ment and good merchandising. This 
means buying right and selling right, 
keeping overhead to a minimum and 
knowing his exact operating costs 
and departmental sales figures by 
monthly I.B.M. breakdown. 

Even so, Erie is far from satisfied, 
realizing his business still has a long 
way to go to reach the peak efficiency 
and lower operating costs in relation 


to volume that he expects to achieve 
eventually. 

Meantime, customers attracted by 
TV commercials, radio spots, multi- 
colored broadsides, special catalogs, 
newspaper and outdoor advertising 
have traveled as far as 180 miles to 
take advantage of “The Hero’s” fa- 
mous prices. 

Opens branch. Moreover, Erie 
opened a two-man branch operation 
in a converted church in Bogalusa, 90 
miles away, this spring. This occasion 
was the signal for an “Expansion Sale” 
promotion that boosted sales in both 
outlets at extremely low promotional 
cost. 

Operating with a 10-man staff, most 
of them salesmen, Ero, Inc., did $447,- 
500 in 1960, about $5,000 over 1959. 
Net profit before taxes increased from 
3.85% in 1959 to 5.79% in 1960, 
mainly because of new _ operating 
economies, better purchasing power 
and the ability to discount bills 
throughout the year. Accounts receiv- 
able at the end of last year stood at 
$15,000. 

“As soon as major manufacturers 
find you will buy quantity lots and 
discount your bills, they will seek you 
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out,” says Erie, who is often ap- 
proached by a supplier who finds him- 
self saddled by slow-moving merchan- 
dise that he is anxious to sell on con- 
signment or on extended terms. That 
is exactly the kind of deal Erie is 
looking for. In the past two years, he 
has purchased the distressed stock of 
six window suppliers, for example. 

“Distressed merchandise is perfect 
for a cash-and-save operation,” ob- 
serves Erie, who was able to buy 
aluminum windows for around $7 and 
sell them for $15 (any size) on one 
occasion; another time, it was 54,000 
square feet of ceiling tile on extended 
terms. One single purchase amounted 
to 700 windows for $6,000 and rep- 
resented a nice profit. Discontinued 
colors or patterns, also seconds, are 
good movers. 

Such merchandise, while very prof- 


is Pa 


itable, is used mainly as leaders or 
specials, because Erie is anxious to 
avoid a reputation as a yard selling 
principally surplus merchandise. He is 
always on the lookout for specialty 
items, particularly those he can get on 
an exclusive basis in quantity lots. 

“We’re interested in specialty items 
that the average customer wants and 
can’t find, because they have to be 
bought in quantity to give him a sav- 
ings,” adds Erie. 

By making direct purchases in vol- 
ume, Erie finds he can usually pick up 
a 30% price advantage right off the 
bat. He buys everything possible in 
truckload lots and direct from the 
supplier. 

“We don’t buy from wholesalers 
because they sell our customers direct 
most of the time,” explains Erie. As 
he sees it, the only “service” performed 


JAMMED PARKING AREA is evidence of Ero’s rushing business. The build- 
ing is located in an industrial area on a well-traveled boulevard. 














FIBERGLASS PANELS from two sup- 
pliers are stocked in two major 
price brackets. This specialty is 
given strong promotion by means 
of flyers, TV and outdoor display. 
Garage doors are also a fast-sell- 
ing specialty line. 


SERVICE COUNTER at ‘“Cash-and-Save" 
backed by extensive use of perforated hardboard for display- 
ing a variety of products. 
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by most wholesalers is warehousing, 
a needless expense for the specialty 
products he features most. 

Specialty products featured by Ero 
include metal windows, metal doors, 
garage doors, sliding glass doors, fold- 
ing doors; ornamental iron, attic stairs, 
shower doors and enclosures, fiberglass 
panels, awnings; concrete accessories 
and concrete forms and voids. 

Erie’s monthly I.B.M. operating 
statement breaks down product sales 
and operating expenses by the month 
and year-to-date so that an accurate 
and constant percentage of total sales 
ratio is maintained. 

Lower prices. Erie estimates that 
most of his items sell from 20% to 
100% under the prices listed by con- 
ventional yards. He offers a Japanese- 
made hinge for 36¢; a disappearing 

(continued on page 58) 





PAINT PROMOTION first helped Bob Erie 
get his start in cash-and-save business. 
He still features paint and paint sundries 
in his showroom window, as seen here, 
and TV advertising. 


headquarters is 





ALUMINUM SCREEN SHOP is a profitable 
sideline run by Ero. Screen jobs up to 
72” wide are handled here for both 
stock and custom windows and for re- 
placement of wood screens and doors. 
Roy Landry, screen shop man, left, is 
pictured with Charley Cupit, warehouse 
manager. 


SEVEN BENCH SIGNS that cost $600 per 
year direct traffic in Ero’s direction. 


ACCOUNTING AND INVENTORY CON- 
TROL are handled by H. M. Hartfield 
and James M. DeVillier. Operating state- 
ments based on Ero records are received 
monthly from 1|.B.M. at a cost of $150 per 
month for Ero's main store and branch. 





ERO THE HERO (éegins on page 56) 





attic stairway for $17.60. Some items 
are good for a 75% profit. Erie says 
he has learned to put a higher markup 
on impulse items and to up those 
items on which it is difficult for a 
customer to establish a price compari- 
son. 

Erie used to sell paint to all cus- 
tomers at the contractor’s price, but 
he found that enamels and specialty 
paint items could easily bring a better 
markup. 

There are many regional-branded 
items in the Ero inventory like paint 
and paneling, but there are plenty of 
national brands like J-M, Kaiser alu- 
minum and DeWalt tools. Occasionally 
a manufacturer will refuse to sell him, 
but a famous-name substitute is not 
difficult to find. 

Although Swedish prefinished hard- 
board, Japanese louvered doors and 
shutters and other imports are stocked, 
Erie has found that a Mississippi com- 
pany can give him a better price and 
faster delivery service on paneling. 

However, Erie doesn’t try to be 
competitive on all building materials. 
He simply doesn’t stock lumber, roof- 
ing or sheetrock, for example. With 
additional storage area and a lift truck, 
he may take on roofing, but he sees 
no sense in selling highly-competitive 
lumber with 60 yards within a 50-mile 
radius. 

Not all prices are at the low end. 
For example, Erie sometimes pro- 
motes several grades of paneling. One 
grade, for example, manufactured 
“right here in the Deep South,” says 
the TV commercial, at just $4.95 for 
a 4x8 sheet or “the very best” in 
choice American hardwood “priced at 
just $16 per 4x8 sheet.” 

Customers who demand special 
service on low-margin items are quick- 
ly referred by Erie to their nearest 
full-line retail lumber dealer. 

There are no free deliveries, but 
Ero’s single truck will make a delivery 
inside the Baton Rouge city limits for 
$2.50 or 20¢ per mile outside. Most 
customers haul their own stuff and 
Ero’s small parking area is frequently 
jammed. 

Casual appearance. Ero’s has a bar- 
gain-basement appearance both outside 
and inside, and good housekeeping is 
not a characteristic. This can be blamed 
on very limited space and a lot of 
merchandise. The building itself is a 
converted sash-and-door warehouse, 
weather-beaten in appearance. The 
store and attached warehouse, includ- 
ing an aluminum screen fabrication 
shop, total 16,000 square feet under 
roof. The yard is unpaved. 

Erie intends to add an adjoining lot 
(37’x105’), which will enable him 
to carry roofing and lay out his yard 
for materials handling equipment. 
He expects to improve his warehouse 


storage at the same time. 

The Ero operation defies exact defi- 
nition. About 80% of the sales are 
cash, but he has also kept some of the 
industrial accounts that were on the 
books before he swung over 100% to 
“cash-and-service” about 18 months 
ago. He also has a few contractor 
accounts which get preferred discounts. 
Well-rated customers are given 10 
days to pay up, then assessed a 5% 
penalty. Customers are invoiced on 
bank-financed jobs and Ero will fre- 
quently bid and get state and local 
government jobs. Last year Erie said 
he sold 191 steel garage doors at 
$59.50. He sometimes handles direct 
shipments to a job at 2% to 4% 
profit with no handling costs or over- 
head. If there is a built-in profit, 
regardless of the item or the job, 
Erie is interested. 

“We can’t give up high-profit items 
because they need special service,” 
comments Erie. In sales, he is the No. 
2 DeWalt dealer in the state and No. 
1 in sales for Mobile Paint Co. 

The departmental breakdowns fol- 
low: No. 1—doors and accessories; 
door frames, windows and accessories; 
glass and screens; tub and shower en- 
closures: threshold; No. 2—hardware 
and tools; attic fans and accessories; 
attic stairways; range hoods, guttering, 
medicine cabinets; No. 3—paint and 
waterproofing; concrete finishes; dry- 
wall and thinners; putty and caulking; 
brushes and ladders; glues and tapes; 
sandpaper and steel wool; No. 4— 
counters and topping; hardwood pan- 
eling; softwood plywood; beaver board; 
ceiling tile; wallboard; plastic and ac- 
cessories; insulation; Sonotube and So- 
novoid; Bloc Loc; tile mastic; nails 
and staples; No. 5—drayage or labor; 
damage and claims; charge penalties; 
return penalties. 

Detailed statements. Erie uses a 
leased I.B.M. service to give him com- 
plete fimancial details of his business 
monthly. He has no I.B.M. equipment 
in his office, but sends appropriate 
copies of forms and reeords to New 
Orleans headquarters; and a monthly 
operating statement, coded for quick 
reference, also gives year-to-date fig- 
ures and comparison with the preced- 
ing year and month. This service costs 
$125 for the Baton Rouge yard and 
only $25 additional for Bogalusa. 

Erie says he purposely avoids the 
word “wholesale” in most of his ad- 
vertising. First, because the word is 
overworked and secondly, the Better 
Business Bureau, of which he is an ar- 
dent supporter, is fighting it. Instead, 
he prefers to emphasize that his spe- 
cial prices are possible because he buys 
in truckload lots, sells in large volume 
and because customers pay cash, 
“eliminating special padding on the 
prices you pay.” 
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He invites customers to “compare 
these Ero prices anywhere—pay cash 
and save!” Ero’s advertising also prom- 
ises ‘the lowest prices in town.” The 
Ero trademark is a Scotty holding bills 
tightly between his teeth. Says the cap- 
tion: 

“Scotty knows when you pay cash, 
you save. Whenever you see him on 
an ad or catalog, you know he’s point- 
ing to big savings!” 

The firm’s advertising expenditure 
last year totaled 1.46% of sales. One 
weekly TV spot tied to the late weath- 
er report costs $85. Erie pays $600 a 
year for seven bench signs, all located 
within a couple miles from his yard 
site; each one has an arrow pointing 
in Ero’s direction. A big outdoor bill- 


TV Paint Promotion 
Pulls No Punches 


Ero’s advertising is colorful and 
spectacular in comparison with 
most dealer’s. At the same time, an 
effort is made to combat unethical 
promotion by competitors and even 
capitalize on it. 

A good example is the recent 
paint promotion sponsored by one 
manufacturer, who makes a policy 
of offering two cans of paint for 
the price of one. (This manufac- 
turer has recently been cited by the 
FTC for “false and deceptive ad- 
vertising.” ) 

Ero handled the two-for-one 
paint offer on TV with the follow- 
ing commercial: 

“Would you buy this can of 
paint?’ asks the announcer, hold- 
ing up a paint can with unlisted 
ingredients. 

“You would ... if you were 
fooled by the buy-one-get-one-free 
deals now offered around town. 
But do you REALLY get two for 
one? 

““No,’ says the Better Business 
Bureau, which warns that buy- 
one get-one free deals are decep- 
tive! Ero, ‘The Builder’s Hero’, 
says: 

“Don’t be fooled or misled by 
gimmicks—if you NEED two gal- 
lons of paint .. BUY "EM BOTH 
at ERO and save your money! 

“In a two-for-one deal, you pay 
$6.98 for two one-gallon cans of 
latex paint whose ingredients are 
not even listed! At Ero, you get 
famous Mobile B-L-P brand archi- 
tectural paint for just $2.95 a gal- 
lon—no matter how many you 
buy. And you save $1.08 more on 
two gallons of Mobile paint than 
you would buying the so-called 
two-for-one deal . . . in fact, you 
also save on indoor, outdoor and 
all other kinds of paint and get a 
better grade of paint, too! 

“Each can of Mobile paint is 
labeled to show its ingredients. 
Remember, you get a full line of 
top-quality paints, painting sup- 
plies and building specialty items 
—all at wholesale prices—at Ero, 
‘The Builder’s Hero,’ 2829 Choc- 
taw Drive.” 


board with prices of specific items 
catches traffic on a heavily traveled 
highway. This costs only $40 per 
month. Erie gets co-op advertising 
help from paint, power tool, steel ga- 
rage door suppliers, among others. 

Special catalogs. Over 8,000 copies 
of a 16-page Ero catalog were mailed 
to boxholders within a 50-mile ra- 
dius. Another catalog is about ready 
for release. Lucky numbers will be 
printed on the cover of some of these 
catalogs and other flyers and winners 
will qualify for product prizes. Cus- 
tomers will have to watch Ero’s TV 
program to see if their number is a 
winner. Suppliers will be encouraged 
to contribute bonus products for these 
contests. 

Erie started in building materials as 
a salesman for the Binswanger Co. out 
of New Orleans in 1947. He left 
in 1950 to form the Erie Sales Co., 
Shreveport, a manufacturers’ agent 
for specialty building materials. 

In June, 1954, Erie Sales Co. and 
Louisiana Concrete Products merged 
to become Ero, operating as a con- 
ventional building materials firm until 
August, 1958. About this time, an ad- 
vertising agency came up with the 
catchy slogan which put Ero’s name 
on the map. 

One of Erie’s suppliers alerted Erie 
to the cash-and-carry method of mer- 
chandising. Erie visited Home Build- 
ers Supply, a Florida cash-and-carry 
chain and later the Wickes cash-and- 
carry branch in Elkhorn, Wis. 

The impact of cash business im- 
pressed Erie to the point of action 
when two customers walked in on suc- 
cessive days, one plunking down $1,- 
300 in cash and another $700, just 
for home remodeling materials. 


J NA TIONALLY RECOGN; 


: > HORIZONTAL SLIDING 


Erie started experimentally with a 
cash-and-carry paint department, plac- 
ing all customers on a dealer price 
schedule for cash. Only two contrac- 
tor-customers walked out. Even so, 
Erie says he sold one paint contractor 
orders totaling $5,400 last year. A 
truckload of paint moved so fast that 
another load was ordered before Oc- 
tober. A price of $2.95 per gallon for 
interior latex helped spread Ero’s rep- 
utation as a price buster. 

Cut overhead. In the fall of 1958, 
Erie began swinging his entire opera- 
tion to “cash-and-save.” He got rid of 
two trucks, two office girls and three 
outside salesmen. His present sales- 
men are on a salary plus bonus sched- 
ule. 

Besides a truck driver, one man in 
the screen shop, an inventory control 
man and an accountant, six men con- 
centrate on sales for an average of 
about $70,000 per man last year. The 
store is open Monday through Friday 
from 7:30 a.m. to 5:30 p.m., Satur- 
day until 1 p.m. 

Operating as a conventional yard, 
Erie’s net profit never ran over 3%, 
usually less than 2%. He put aside 
112% for bad debts. Contractors cre- 
ated the customary financing prob- 
lems. Now that he can concentrate 
on selling profitable items at a good 
markup, Erie enjoyed an $8,000 in- 
creasé in net profit last year, even 
with building material sales in the 
Baton Rouge area decidedly off. Erie 
anticipates an equally profitable year 
in 1961, with his new Bogalusa branch 
netting him a tidy additional profit. 

“If the customer comes in, we fig- 
ure we can sell him,” says Erie, pre- 
dicting a bright future for “The Build- 
er’s Hero.” 
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WINDOW. 


MULTI-COLORED CATALOGS AND FLYERS are mailed to boxholders in the Baton 
Rouge and Bogalusa areas, where Ero has outlets. A second catalog has just been 


issued by the firm. 


June 19, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


59 





GET INTO THE 
SWIMMING 


WE \ supey 
take the — 


Risk... 
YOU take 
the Profits... 


mode 


POOL EQUIPMENT 
AND CHEMICALS 








but highly profitable... 
and the lure of the Pool 
Sup yply emname: Now Modern eliminates the 
? . gives you a one-step resource for 
. Quarantees 


Highly seasons al, 


your complete department. . 
the sale of your stock to 90% of your initial 
order . .. supplies the know-how you need 
for a profitable operation. You're in the 
business at the start of the season... out 
clean when the season ends ... and you've 
made money all the way. Write on your let- 
ter head for complete details without obli- 
gation. ’ 


FREE! 


The industry’ s most complete 

‘bible’’...48 pages of authori- 

katie e facts on pool care and 

ation PLUS descriptions 

prices on every item 

for pool construc- 

on, operation and mainte- 
nance. 


A106 
caTALOs 


modern 


wine 
wine aN 


MODERN, One Holland Ave., White Plains, N. Y. 
PRINT NAME___ 
ADDRESS 
CITY temeten 








STATE 
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12-PAGE 
TRUSS 
REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


” 


Single copies 25¢ 


Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 


59 E. Monroe St., 
Chicago 3, Iil. 














‘Let's Talk About 
Cash-&-Carry” 


A REPORT FROM THE EDITORS 


WO ARTICLES in this issue 

(pages 56 and 62) describe cash- 
and-carry dealer operations. Since some 
retailers of this magazine protest pub- 
lication of reports about cash-and-car- 
ry, our view on the subject should be 
of interest. 


Reporting a trend does not mean 
that we, as editors, endorse it. The 
facts are that cash-and-carry and “‘dis- 
count” retailing are here to stay, for 
better or worse, in this industry and 
in all retail fields. It is our obligation 
to report and interpret these trends. 


There are many dangers inherent 
in a business which is based solely on 
price merchandising, as we have stated 
many times editorially. For example, 
many food supermarket chains today 
earn only 1% net profit on sales; their 
success depends upon dollar growth 
and continued expansion. 


Regretfully, many low-margin cash 
yards tend to sell only cheap, off-brand 
products. Retailing history proves that 
reliance upon low-end merchandise 
always leads to failure. Poor quality 
cannot be permanently sold, at any 
price. 


Unfortunately, some C&C dealers 
also engage in questionable advertis- 
ing techniques; full descriptions of 
items are omitted from their adver- 
tising. This is a dangerous policy be- 
cause people won’t be fooled forever 
—and the FTC ‘is tightening up regu- 
lations in this field. 


Cash-and-carry or discount firms 
are not the only firms who sell cheap 
products and use questionable adver- 
tising. Too often, service dealers are 
also guilty. 


It is also true that many of the 
leaders of the high-volume, cash-and- 
carry trend in this industry carry the 
same brand lines found in conven- 
tional yards and are giving more in- 


formation in their ads. To survive in 
the long run, the other C&C yards 
will do the same. 


It’s our analysis that there is a 
permanent place for the well-managed 
cash-and-carry dealer. There is an 
even greater opportunity for the serv- 
ice dealer to develop a well-rounded 
business which includes cash-and-carry 
price options. 


The counter-trend to cash-and-carry 
in this industry is package selling 
(Dealer Sales Control) of both new 
construction and home improvement. 
This means control of both labor and 
materials. It includes prefabrication. 
The major shift to package selling was 
described in Art Hood’s editorial, “A 
New Industry Reaches Maturity,” in 
our May 22nd issue. There is no 
question but that service retailing in 
our industry can compete with dis- 
count selling if “DSC” (Dealer Sales 
Control) methods are used, as de- 
scribed on page 5 of each BMM is- 
sue. 


The cash-and-carry specialist is here 
to stay. The job for most dealers is to 
learn how to aggressively sell service. 
The majority of our editorial reports 
show how dealers do this. 


* * * 


The emergence of various types of 
dealers is a mark of a vigorous, thriv- 
ing industry. Every one of our edi- 
torial reports contains ideas which can 
be useful to any dealer, including the 
merchant whose market or capitaliza- 
tion limits specialization. Knowledge 
of trends can only result in more in- 
telligent business decisions. 


The real key to success continues to 
be strong and persistent creative sales- 
manship, whether the method of oper- 
ation is package merchandising, pre- 
fabrication, industrial sales, cash-and- 
carry or “wholesale to everyone.” 


—The Editors 
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Chain and Department Stores will make 


BIG DOLLAR PROFITS 
for YOU! 


Lowest: Feced (chkaged 
ee ON AWNINGS - CANOPIES 
© exPANSION SheuDS | LAR SCREW SHIELDS Ret Seo CARPORTS 
ys a oa “rey SELL 0% AGHA and HERE'S WHY: 


Made for ‘‘Do-It-Yourself” Trade . . . strictly Over-the-Counter. 
Exclusive we *Exclusive ng a ®Exclusive Red Fibre (You don't get into any installation work) , » 
revents xpansion Fits ; Disc Keeps Dirt Illustrated Instructions in each Package — with All Hardware 
Nut Pullout. Irregular Holes. Out of Threads. All Metal Construction — they Look Beautiful, and they're Built to LAST! 


EXTRA VALUE" FASTENERS a se 


ee er Decorative Side Scrolls give Expensive Deluxe Look. 


4 Exclusive Pressurecoat Finish — Thermo-Set Plastic Enamel applied under 
3 PL) NOLL PLUS More Than 500 Other Items 5 pressure .. . gives finest finish science can produce. This Tough Finish 
: + wouLow ees With “Built- in” Extras $ withstands extremes of temperature, stays Bright, Shiny and New-Looking 


: e — won't chip, crack or peel. 
| ANCHORS PLUS Exclusive Pole Line Hardware 


A FREE SAMPLES 


Desa and Pocket Guide to Better Fastening WINDOW AWNING 


No Stripping! 





Send Request to: 


Suggested Retail 
: ” waist Be P 
DIAMOND EXPANSION BOLT CO., INC. 511 North Avenue, Garwood, N. J. 
Circ'e No. 42 on Handy Cover Card 





Suggested Retail 








SEND 
FOR 


FREE $9 §00 
SAMPLES ees Retail 


PATIO- CARPORT (92” x 12 ft. Roof pictured) 
OTHER SIZES AVAILABLE 
Now Fittings Instead of Labor *Price based on full dealer markup 
Sell more rails for do it yourself get all the Facts NOW . . ‘cause Mi me dS 
It’s easy one man installation the BIG Awning Seasons’ about to OPEN! 


. NA OMPANY : 
aes ° se L. I., New York Send for FREE Salee and splay Kit, ! 


ARRO METAL phar CORP., 


Haskell, N 
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One of the 


secrets of 


cash-&- carry 


SUCCESS: 


OFFICE COPIES OF SALES SLIPS, written on registers, are source records 
for posting sold quantity of each item to the article's ledger card at Roberts 
Lumber Co. Some 210 slips a day carry an average of five items each. 


INVENTORY CONTROL WITH 


MECHANIZED ACCOUNTING 


¢ Whole inventory story is at fingertips of cash-and-carry 


president every morning. 


* Inventory balance is so effective that company is virtually 


never out of stock on any of 2,000 items. 


* Rate of turnover is now 7 times a year; aim is to step this 


up to 8 times turnover. 


By Charles J. Stein, 
President, Roberts Lumber Co., Inc. 


—WHEELING, W. VA. 


FFICIENT inventory control is a 

major factor in profitable lumber- 
yard operations. As such, it is second 
to none as a function of general man- 
agement. 

At Roberts Lumber Co., operating 
cash-and-carry yards at Wheeling and 
Dunbar, W. Va., and carrying over 
2,000 items at each, we live so close 
to our inventory that we can tell, with- 
in a 4% margin of error, how many 
of any given article there is on hand 
at any moment. 

We don’t rely on any sixth sense. 


62 


This intimate familiarity with stocks 
and their sales is provided by a mech- 
anized accounting system which puts 
the inventory story before us anew 
every morning. 

We couldn’t operate a_ successful 
cash-and-carry business without such 
a system. It consists of the daily post- 
ing of sales, purchases and receipts 
into stock to individual ledger cards 
on file for each item. This posting 
on two Burroughs Sensimatic account- 
ing machines automatically produces 
new total-sold and _ balance-on-hand 
figures in the case of sales entry; it 


changes on-order and on-hand balances 
according to purchases and receipts. 
The operation is rapid. Each day’s 
business is completely posted by about 
10 o’clock the following morning. 
The cards contain the entire inventory 
of both yards as of two hours before. 

The system is enabling us to main- 
tain balance in inventory so effectively 
that we are virtually never out of stock 
on any of our 2,000 articles of mer- 
chandise. 

This is important in a cash-and- 
carry business. Our customers travel 
an average of 80 miles round trip 
to buy from us. A man who drives 
that far to get 225 pieces of a parti- 
cular wallboard, for instance, is not 
going to be a very happy customer if 
we don’t have them in stock. 

It takes experience to hold inven- 
tory to a minimum and have just 
enough to keep customers happy. This 
skill is basic to profits and to business 
growth. Inventory turnover is one 
measure of the efficiency of this con- 
trol. 

Our rate of turnover is currently 
running about seven times a year. We 
hope soon to increase this figure to 
eight. 

Our business during the first nine 
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TWO ACCOUNTING MACHINES are used to post daily transaciions si- 
multaneously to the inventory record files of Roberts’ Wheeling and Dun- 


bar, W. Va., yards, respectively. 


months of the 1960-61 fiscal year is 
33% ahead of a year ago—on the 
order of $2.35 million annually. Com- 
paring this with a national industry 
average of 19% less volume, this sales 
increase becomes all the more signifi- 
cant. 

We have opened a new cash-and- 
carry yard in Marietta, Ohio, where 
we have purchased one of the largest 
industrial plants in the state. This new 
site affords nearly 75,000 square feet 
of floor space under one roof. It rep- 
resents an investment of a million 
dollars in plant, equipment and stock. 
The inventory control system, which 
has been a large factor in this busi- 
ness progress, is being extended to the 
newest operation. 

An inventory control man’s ideal 
would be to run out of an item on 
the day a new supply arrived. There 
was a time in our business when we 
could walk Out into the yard, see that 
a pile of 2x4 lumber was getting low 
and reorder before the stock ran out. 
Today, with the greatly increased num- 
ber of merchandise items, control in 
that fashion is impossible. Yet the 
same intimacy with stocks is still nec- 
essary. We must turn to business 
machines that can quickly supply the 


MACHINE OPERATION completes the posting of yes- 
terday's figures and compilation of resulting balances 
in about two hours. By 10 a.m., 2,000 ledger cards 
accurately reflect each yard's inventory as of 8 a.m. 
that same day. 


required information. 

We first installed an accounting 
machine in 1956. It was used to some 
extent on accounts receivable, but its 
most important application, then as 
now, was inventory control. 

Today we have two Sensimatics in 
our Wheeling office. This permits us 
to post simultaneously to the respec- 
tive inventory records for the local 
and the Dunbar yards. Some 2,000 
ledger cards representing the stocks 
in each yard are housed in separate 
file trays on wheels. This mechaniza- 
tion, with automatic calculation and 
printing of totals and balances, affords 


June 19, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


us both the speed and the accuracy 
which are essential. 

The two operators make an average 
of 1,050 item-postings in the first two 
hours each morning, catching up on 
the previous day’s sales. They post 
from office copies of sales slips, aver- 
aging five items each. These copies 
from the Dunbar yard are mailed at 
the end of the day and are received 
here the first thing in the morning. 
The day’s purchases and arrivals of 
new stock are also posted. 

As a result of the posting, every 
item ledger card now discloses, as the 

(continued on page 64) 
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GRIFFIN 


‘a good line 








Why do so many building supply and hardware dealers tag Griffin as 
“A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect; 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit; Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 
Company, Erie, Pennsylvania. GRIFFIN HINGES 








Mechanized Accounting 
(begins on page 62) 





last figure in the respective columns: 

1. The total sold for the period. 

2. The quantity, if any, on order. 

3. The balance on hand. 

These figures are significant in re- 
lation to an established minimum in- 
ventory quantity and to sales totals 
for each of the three periods preced- 
ing the current one, which appear 
in the typed heading of the card. 

If it is important to know how 
many units of an item we have in 
stock, it is doubly important to know 
how many have been sold. For various 
reasons, and it seems sometimes with- 
out reason, some items will get hot, 
others cold. Inventory control doesn’t 
remain static. Our system is sensitive 
to items that are increasing or decreas- 
ing in sales. It alerts us to the need for 
adjustment in inventory minimums and 
in purchasing practices. 

Inventory control is no better than 
the figures which the person in charge 
has to work with. With our system, 
at no time is our inventory off more 
than 1% to 142% from where it 
should be. The machine-posted record 
is pretty much the heart of this matter. 

Efficient control, of course, requires 
a first-hand familiarity with thousands 
of varied items, the ups and downs of 
sales, sources of supply and delivery 
times—the “rate of flow” of an item 
in and out of stock—that can come on- 
ly from experience. Yet much of the 
knowledge we have of these things 
comes in large degree from the 4,000 
ledger cards that are on file for our 
instant reference and constant review. 





Glidden Markets Fiberglass 


CLEVELAND—Glidden, one of the 
nation’s major paint producers, has 
entered the fabricated building prod- 
ucts field with the purchase of Mc- 
Phran Corp., Marietta, Ga., makers of 
fiberglass panels for residential and 
industrial uses. 

The McPhran products include fi- 
berglass panels for wall partitions, pa- 
tios and carports, awnings and other 
industrial and residential requirements. 

“Our purchase of the McPhran op- 
eration is an important step in our 
program of broadening our product 
base,” said Paul W. Neidhardt, Glid- 
den vice president. “Now we shall be 
producing structural building products 
of which our coatings will be an in- 
tegral part. 

“These fiberglass products,” added 
Neidhardt, “are ideally suited for dis- 
tribution through our established 
channels, thus minimizing distribution 
costs.” 

Glidden’s polyester resins are a ma- 
jor raw material in the production of 
fiberglass products of many kinds. 
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Letters to the E 
Financial Facts of Life 

I wish I could continue in the build- 
ing materials business and still main- 
tain my self respect! Last evening 
I attended a meeting of the dealers of 
our local area and made an effort to 
explain financing of second homes to 
them. When I mentioned 7% add-on 
financing to these people, the collective 
heads really started shaking. I was 
called a robber and worse by people 
who earn their living selling building 
materials. Yet these people pay 12% 
per month carrying charges to Sears 
Roebuck, 6% add-on for personal 
loans, 8% add-on to buy used cars, 
8% add-on to buy boats, 742% add- 
on to buy vacation trailers, etc. Boy, 
we are sick! ! ! 

In talking with a conventional sav- 
ings and loan institution the other day, 
I suggested they consider add-on inter- 
est for a cottage loan, and the lender 
said he did not want to associate with 
people who would charge that high a 
rate. What a solitary life he must lead! 

A banker’s answer was the same— 
rate too high! Yet this same man 
finances autos, boats, trailers, etc., 
prefers to wrap up 60% of his loan 
portfolio in auto and appliance con- 
tracts. 

It seems as though all of us balk at 
charging the going rate of interest 
when we are discussing the housing 
phase of discretionary income spend- 
ing. Let the people buy all of their 
recreation needs (boats, trailers, fish- 
ing gear, water skis, etc.) with high 
add-on interest, but don’t touch the 
sacred cow—HOUSING. Let the de- 
partment stores and outdoor stores do 
that. No one tells a man how much he 
can spend on bowling or booze, but 
everyone, including building materials 
dealers, tells him how much interest 
he should pay on cottages for recrea- 
tion purposes. 

Resistance is never high from a cus- 
tomer where his wants are concerned. 
No one really needs a second home. 
We are selling “wants”. You can’t 
think of wants and needs as being the 
same. There are at least 100 things we 
can do besides sell the high cost of 
cottage financing. 

The average building materials 
dealer is appalled at 7% add-on in- 
terest. But the customer doesn’t even 
care. We are not taking bread out of 
his kids’ mouths. All we are trying to 
do is make a reasonable profit in a 
highly competitive market and I feel 
the dealer is entitled to a fair share 
of the consumer dollar, but this is not 
a grasshopper show. We must be will- 
ing to go out after the dollar. 

The auto business has shown us the 
route to take, but I guess a house 
(our own) will have to fall on us be- 
fore we can take the hint—stop down- 
selling ourselves and our product, stop 
crying about high interest rates and 
start “selling the sizzle.” Then we can 


ditor 


all hold our heads high, and all of us 
can be proud of the great industry of 
which we are a part.—George Os- 
borne, Northwest Lumber & Millwork 
Co., Chehalis, Wash. 


Paint and Wood 


The June Sth editorial, “Paint and 
Wood are Good Partners,” described 
current efforts toward prefinished and 
precoated wood. The following letters 
are representative of comments from 
readers on that editorial. More infor- 
mation on this subject will be pub- 
lished in a July issue-—The Editors. 
To the Editor: 

You are to be highly complimented 
on the accurate summary of the lum- 
ber-paint industries meeting. 

I have read good and bad reports 
on similar meetings and consider your 
editorial to be one of the best and 
most accurate in reflecting the tone 
and accomplishments of such a meet- 
ing.—H. W. McClary, vice president, 
plywood and door manufacturing, 
Simpson Timber Co., Shelton, Wash. 


To the Editor: 

In your June Sth editorial you say, 
“When paint fails prematurely on wood 
it usually comes from faulty appli- 


cation or cheap paint.” 

Another important factor is faulty 
construction. There is a_ possibility, 
however, that you would not care to 
mention this as it may develop an un- 
friendly attitude on the part of con- 
tractors. 

Other than this, I consider the edi- 
torial a very good one—Robert H. 
Hill, director of sales, The Sherwin- 
Williams Co., Cleveland 1, Ohio. 


To the Editor: 

We are well aware of the problems 
that have arisen regarding paint. For 
the past few months we have held 
meetings with the inspectors in about 
25 FHA regional offices and will con- 
tinue until all 75 offices are covered. 

At these meetings, a paint man ex- 
plains modern paints and their uses. 
A painting contractor explains proper 
application techniques and the impor- 
tance of surface preparation. 

Through these meetings we have 
found out many things. For one, build- 
ers were not adhering to Minimum 
Property Standards. Also, in many 
cases, the surface was not in best con- 
dition to receive a coat of paint. Im- 
proved inspection will result and there- 
by add to the life of paint film and, 
accordingly, reduce maintenance 
costs. 

While paint has been blamed for 
many things, we are convinced that 
the products themselves are not at 

(Continued on page 66) 








FETT Yiveyw 


“GOLD MEDAL” QUALITY 
Specify 
PICKERING! 


Only the finest of mature growth, 
altitude timber goes into the pro- 
duction of our lumber. It is well 


monvufactured, 


accurately graded 


and carefully loaded in clean cars. 
Don't be satisfied with less than 
Pickering ‘‘Gold Medal’’ Quality. 


Sugar Pine ® Ponderosa ® White Fir © Incense Cedar 


PICKERING LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 


Telephones: Sonora JE 2-7141 
Tuolumne WA 8-4213 
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Standard, Calif. 
Tuolumne, Calif. 


TWX: Sonora 116-U i, 
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HOW TO WRAP UP MORE SALES WITH 


CONTINENTAL 
Welded Wire 
Reinforcing 
Fabric. 
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This drive, reinforced : 
with Continental Welded 
Wire Reinforcing Fabric, 
will look new and attrac- 
sm tive years after it is laid. 
The Fabric minimizes 
cracks—keeps them 
tightly closed—distrib- = 
utes load stress, actually # / / / 
makes the concrete 30 [F777 ia 
percent stronger, to last 
Tell your contractor-builders and your do- 
it-yourself customers about the tremen- 
dous advantages of Continental Welded Wire Reinforcing Fabric. 
Mention the greater strength that Continental Fabric adds to every 
concrete job... how it costs but little more, for years longer life. 
And, Continental Fabric is a better fabric because it is precision 
made—electric welded on ultra-modern machines. It is uniformly 
spaced with clean welds. Handles well on the job—splices easy, and 
lies flat and rigid. It is FHA approved and meets A.S.T.M. specifica- 
tions. Continental Fabric does pay off in extra sales because it 
pays off in added value! Order your easy-to-stock supply today. 


PROFIT OPPORTUNITIES FOR YOU IN ALL THESE TYPES OF JOBS— 
Drives, Sidewalks, Patios, Garage Foundations, Parking Lots, etc. 


CHECK ALSO CONTINENTAL REINFORCING BARS FOR HEAVY CON- 
STRUCTION, IN DISTINCTIVE PATTERN FOR GREATER BONDING FORCE 


Every Day, knowing people ask, “dt Reiyfrced’ 
CONTINENTAL STEEL 


CORPORATION KOKOMO, INDIANA 


> PRODUCERS OF: 15 Types of Farm Fence, Posts, Gates, Barbed 
ld Wire, Standard Styles of Galvanized Steel Roofing and Siding, Nails, 
ry) Staples, Lawn Fence, Welded Wire Reinforcing Fabric, Continental 
Chain Link Fence, Manufacturers’ Wire, and other wire products. 


years longer! 
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Letters to the Editor 
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fault. Certainly improvements will be 
made in paints, as in other products, 
but they still must be properly used 
to achieve best results. Your editorial 
points one way, for by cooperation 
we can win greater markets.—Louis 
Fisher, director, Trade Sales Div., 
National Paint, Varnish and Lacquer 
Assn., Inc., Washington 5, D. C. 


Our Face is Red 
To the Editor: 

In your April 24th issue I noted an 
article which I think was not quite 
true and which certainly was one-sided. 
It referred to the independent lumber 
yards fighting the line yards. 

Certainly you must not be in touch 
with what is developing within our in- 
dustry, because negotiations had been 
going on regarding the re-affiliation 
of the Northwestern Lumbermen’s 
Assn. with the National Retail Lumber 
Dealer Assn. since early in February 
and at the time your April 24th issue 
was published the decision had been 
reached. 

I would appreciate hearing from 
you why this item was published.— 
C. J. Spahn, president, Spahn & Rose 
Lumber Co., Dubuque, Iowa. 


The Editor’s Answer 

Yours is one of several letters re- 
ceived pertaining to our report on the 
Northwestern and the Midwest asso- 
ciations. 

We admit the item was in error 
as it related to the Northwestern and 
the NRLDA. We subsequently pub- 
lished the first story on the North- 
western-NRLDA affiliation in our 
May 22nd issue. 

Editors do make mistakes. We 
should have known all the facts. But 
when editors are not informed about 
such matters as the NRLDA affiliation, 
it can also mean that communications 
on the part of the associations with 
the press might need repair. News of 
the negotiations was obviously kept 
secret until completed. 





NRLDA Home Improvement 
Clinic for Illinois Dealers 

The second Home and Property Im- 
provement Course for retail lumber 
and building materials dealers will be 
jointly sponsored by the National Re- 
tail Lumber Dealers Assn. and the 
Illinois Lumber and Material Dealers 
Assn. in Springfield, Ill. beginning 
July 10. 

The first course is being conducted 
this week in Dayton, Ohio. 

Tuition for all the NRLDA-Feder- 
ated association HAPI courses is $285 
for the first man from any one com- 
pany; $210 for the second man from 
the same company; and $160 for the 
third and any additional men. 
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Hardware Store Business 


New Literature 


Time-Saving Card——See Back Cover 


Plastering Machines. A new, free brochure illustrates and 
describes four plastering machines. Shown are the maker’s Mor- 
Flo, Spat-Cat, Tri-Coater and Pattern Pistol. The machines 
range in size from a lightweight rig used to apply acoustic plas- 
ters and drywall textures to a machine that pumps four cubic 
feet of material every minute. Goldblatt Tool Co. 
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Polyethylene Pipe. A new brochure details the advantages 
of using polyethylene pipe and shows its proper application. 
Union Carbide Plastics Co. 
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Fastening & Stapling Equipment. A 20-page catalog fully de- 
tails the advantages of the Paslode clipper, a magazine-fed clip 
applicator for use in the assembly of spring units, air power 
staplers and stapling pliers, stapling hammers and ‘tackers. In- 
cluded are specifications of the 44 different staples in the Pas- 
lode line. Paslode Co. 
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Lighting. A new, 72-page catalog shows the complete range 
of residential and public area lighting offered by Globe. Includ- 
ed are over 250 fixtures, 164 of which are brand-new designs. 
Globe Lighting Products. 
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Mailbox Posts & Name Signs. A two-color folder for direct 
mail to consumers introduces the maker’s new Suburbia Line 
of decorative mailbox posts and personalized name signs. Price 
of the folders, imprinted with dealer’s name, is $12 per 1,000. 
Bennett-Ireland, Inc. 
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Teco Products. A 12-page catalog describes Teco’s complete 
line of timber connectors, framing devices and installation tools. 
Liberal use of photographs and line diagrams are designed to 
assist dealers in specifying the use of Teco products. Tables of 
safe working loads on various types of Teco framing devices al- 
so are included in the free catalog. Timber Engineering Co. 
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Hand Tools. Three new brochures describe self-selling hand 
tool merchandisers available from P & C Tool Co. Each bro- 
chure gives tool listings, sizes, amount of floor space required 
for re unit as well as retail and dealer costs for each. P & C 
Tool Co. 
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Bathroom Accessories. Two new brochures fully detail the 
advantages of the maker’s line of bathroom accessories. 
The new Grant Shower Rod is fully described in one brochure; 
the other contains pertinent data about Grant Tub Enclosures. 
Grant Pulley & Hardware Corp. 
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“Seal Up and Save,” a new pocket-size folder, tells home 
handymen where and how to use DAP products to close up 
cracks, holes and leaks that lead to costly heat loss, water dam- 
age or repair work. The folders plus a new DAP Promotion Kit 
are free to dealers. DAP, Inc. 


Circle No. 237 on Handy Cover Card 


“Home Painting & Color Guide” is the title of a new 48- 
page booklet detailing the advantages of new Lucite wall 
paint and including a section on “Transformagic” by Peter 
Hunt. Forty-four rooms are illustrated and 30 house exte- 
riors are shown. A two-page chart lists the correct paint for 
every surface. Copies are available at 10¢ each from Du 
Pont’s Finishes Div. 
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Sell +e FRAMES, Too: 





when you sell 

pegboard and bulletin board 
BEAUTY-FRAMES the co-it-yourself 

framing kit 


Now when you sell pegboard for racks or bulletin 
board material you can sell the frames, too... 
and make an extra sale! Beauty-Frames go 
together quickly and simply by using exclusive 
“Mitre-Tite” metal fasteners. 
An attractive floor display 
helps you sell Beauty- 
Frames...ask your jobber 
about it. 
Write today for literature 
and additional informatian. 
Jobber inquiries invited. 


Maple Bros., Inc. 
527 West Putnam Drive, Whittier, California 
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UALITY 
SLIDING DOOR 


HARDWAR 


eer ee 
A COMPLETE LINE FOR 
EVERY BUILDING NEED 


estiawere AE 


GUARANTEED TROUBLE FR FREE 


Ee 


Sell it ea he Fe Profit 
Sell it with confidence 


aE a 


' Hardware Mfg. Co., Inc. 
2581 Atlantic Ave. + Dept. B - Brooklyn 7, N.Y. 
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[OREATIVE! MARKETING. .. 
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These days it takes quite a bit of juggling for a 
wholesaler to keep buying, banking, accounting, 
credit control, invoicing, traffic, legal work, tax 
work, and a million other functions going at once 
—and still do an effective job with sales and 
service, not to mention profit. 


We have a hunch that these problems are at the 
root of all the nation's economic troubles — but 
when it comes to the lumber industry, we know! 


Lumber Industries, Inc., came into being because 
we saw that by setting up the machinery and the 
teamwork for handling the necessary business rou- 
tines on a pool basis — coupled with sound mar- 


Lumber Industries, Inc. 
Division 

475 Park Avenue 

New York 22, New York 


Gentlemen: 


LAPD 


—— ey \ 7 
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keting advice service, the wholesaler could once A 
again find time to do a merchandising and selling 


\ 
job — which, after all, is his bread and butter. \ 
Lumber Industries, Inc., is equipped to bring new \ 


economies, new efficiencies, new thinking, and new 
market opportunities to mills, wholesalers and retailers 
— and, at the same time, help to bring overheads down 
to reasonable levels. 


We are interested in talking to people or organizations, 
in buying or selling, who may be interested in carrying the 
Lumber Industries, Inc., concept of creative distribution 
further into the field. Your inquiries are invited and treated 
with confidence. 


CONFIDENTIAL INQUIRY! 


BMM61 961 


1/We are interested In learning more about the creative marketing and 
distribution advantages offered by Lumber Industries, Inc. _ Please send 


Sy SOU, oo uy s's'ce opbecwdcabes¥anwans Wane h4s 0a nee 
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1/We are interested In representing Lumber Industries, Inc., In. our area. 
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Hardware Store Business 


New Sales Aids 





DONUDUAAAAAUAAAL AAA AANENAANAAAUEAAUGEAT ENON TEACH E iW 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Skil Offers Free Utility Case 

To promote the sale of its new Model 
503K %4” drill and its new 560K %” 
drill, Skil is offering a free all-steel 
utility case with either tool purchased 
during the balance of 1961. The 4” drill 
retails for $18.95; the %” drill retails at 
$32.95. 

Drill and case are packed in a dis- 
play carton. Free display card in case 
lid makes it a self-selling unit. Besides 
its initial use for carrying and storing 
drill, case may be used as lunch or 
fishing tackle box. Skil Corp. 
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Clothes Carrier Display 


A new compact display promotes 
Leigh’s entire line of clothes carriers. 
Designated the CR-2, it is 742” x 12%” 
long and uses slightly over /% square foot 
of counter space. It’s compactness and 
lightweight make it ideal for dealer use 
in making house calls. 

The CR-2 promotes the new Duo- 
Glide Clothes Carrier, new Adjustable 
Closet Rods in goldtone and chrometone 
finishes and both styles of Closet Valet. 
Stand is finished in beige enamel and 
has blue base. Leigh Building Products. 
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Brush-Equipped Hybond Pint 

New brush-equipped Hybond pints are 
furnished in colorful dispenser-display 
cartons detailing the many bonding uses 
for which the adhesive is suitable. Cans 
are packed right in the carton: six cans 
per carton, four cartons per case. Cover 
folds back to become an attractive dis- 
play. 

A special circle for pricing is provided 
on the front of carton, making the new 
brush-equipped Hybond pint a complete- 
ly self-service item. Pierce & Stevens 
Chemical Corp. 

Circle No. 241 on Handy Cover Card 
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Has 5-Year Guarantee Program 

A new 5-year guarantee for Handi- 
Gard Asphalt Roof Coating, Asphalt 
Non-Fibred Roof Coating and Plastic 
Cement is announced. The guarantee 
has been made possible with the de- 
velopment of a new additive (X-179) 
which assures longer lasting protection 
with weather-resistant toughness. 

The roof coating line will be identi- 
fied as Super Handi-Gard Coating. The 
guarantee program has been adopted 
for all the maker’s first line products. 
The Gibson-Homans Co. 
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Building 
Materials 


MERCHANDISER 


Promotes Yard ‘n’ Garden Tools 

A new merchandiser displays 30 low- 
priced Yard ‘n’ Garden tools in only 
24” x 36” of floor space. Rolls easily 
on casters for easy location inside or 
outside of showroom to pull impulse 
sales. Designated YGR-30, the merchan- 
diser is color-styled in eye-catching blue 
and gold. 

Delivered price of the merchandiser 
with 30 tools in 10 most popular pat- 
terns is $49.33 in the east, $49.80 in 
the west. Further details are available. 
Union Fork & Hoe Co. 
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Shure-Set Merchandiser 


A new Shure-Set merchandiser oc- 
cupies minimum counter space. Desig- 
nated the R-500, the orange-and-gray 
display carton measures only 7” x 74%”. 
It holds two Shure-Set R-375 multi- 
purpose hammer-in fastening tools, three 
boxes of drive pins (50 pins per box) 
and one box of 50 threaded studs. 

Using the Shure-Set tool with spe- 
cial fasteners, craftsmen can _ secure 
countless items to masonry in a frac- 
tion of the time ordinarily required, 
says maker. Ramset Fastening System. 
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Consumer Buying Intentions Give 
Nod To New Home Over Autos 


WASHINGTON—Home building pros- 
pects are brighter despite current 
sluggishness, according to a quarterly 
survey of consumer buying intentions 
by the Federal Reserve System. 

The survey showed an increase in 
the number of families planning to buy 
houses in the next 12 months, with 
decreases in the number planning to 
buy automobiles and major household 
durable goods. 

From January to April, reported 
plans to buy new and existing houses 
increased in the south and west, but 
remained unchanged in the northeast 
and north central regions—in marked 
contrast with declines in such plans in 
all regions a year earlier. 

The survey showed that nearly twice 
as many homes—new and existing— 
are bought in the months of April 
through September as in the October- 
March period. 

According to the U.S. Savings and 
Loan League, there is plenty of mort- 
gage money. S&L savings inflow is at 
a record level—28% above a year 
ago; lending is 13% higher—the high- 
est in nearly two years; and commit- 


ments are still rising. Concludes the 
League: “The year-to-year increases 
in loan volume may be expected to 
continue.” 

Housing starts rose from 110,300 in 
March to 118,700 in April, but the 
gain was not as big as it should have 
been and the seasonally adjusted an- 
nual rate dropped from 1,317,000 in 
March to 1,233,000 in April; a year 
ago it was 1,327,000, near the year’s 
peak activity. 

FHA and GI applications followed 
about the same March-to-April pat- 
tern. 

Government economists say there 
are several reasons for what might ap- 
pear to be an April slackening after a 
big March. That, in itself, is one rea- 
son—the March spurt included some 
work that normally would have hung 
over into April. 

Another reason is that April had 
three fewer work days than March— 
enough work time to drop the season- 
ally adjusted figures from a plus to a 
minus. Also, April brought considera- 
ble bad weather over much of the 
nation. 





NBMDA Members Fail to Make Profit 


On Trucking Operations 


Cuicaco —About 75% of the 249 
warehouses participating in a survey 
of trucking costs conducted by the Na- 
tional Building Material Distributors 
Assn. reported they did not make a 
profit on their trucking operations. 

Some 1,011 trucks and 452 trailers 
are owned or leased by the reporting 
group. Total cost of the equipment 
owned by the 148 companies who re- 
ported their figures amounted to $4,- 
741,156. 

Average radius for delivery was 113 
miles with a spread of 50 to 175 miles. 


The survey showed that the middle 
ratio of delivery costs (including driv- 
ers) was 34¢ per cwt.; the majority 
range was 25¢ to 37¢ per cwt. On a 
per mile basis, the middle ratio indi- 
cated a cost of 31¢ per mile with the 
majority range from 22¢ to 40¢. 

A 30% member increase in the sur- 
vey response compared to a similar 
study two years ago indicates a real 
interest in distributor delivery costs, 
M. L. McCreery, president of Michi- 
gan Wholesalers, Inc. and NBMDA 
declared. 
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THESE 73’4” CLEAR-SPAN TRUSSES— 
probably the longest single-plane trussed 
rafters in the Rocky Mountain region us- 
ing metal gussets—are being hoisted by 
hydraulic boom truck atop the walls of 
a new Loveland, Colo. bowling alley. 
Built on 32” o.c. jigs at Denver Wood 
Products Co. with Denwood plates, the 
trusses were shipped in halves for instal- 
lation by R. L. Conger Construction Co. 
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NRLDA Exposition Program 


WASHINGTON—NRLDA will stage 
a revival on the second day of the 
eighth annual Building Materials Ex- 
position at McCormick Place, Chicago, 
November 4-7. 

It won’t be a religious revival, but 
an old-fashioned sales revival, fea- 
turing two of America’s outstanding 
sales personalities—Herb True and 
Fred Klemp. 

Plans for this feature and other 
events were announced following a 
meeting of the Exposition Committee 
headed by Robert J. McCutchan in 
Washington, D. C. 

Other sessions which will be on the 
four-day agenda are: Cash-and-Carry; 
Components; Shell Housing; Moderni- 
zation and Repair; Employe Training. 


MEN /n the news 


* Robert O. Phillips has been ap- 
pointed general sales manager of the 
Disston Div. of H. K. Porter Co., Inc., 
with headquarters in Pittsburgh. At 
the same time, Robert W. Brady was 
appointed products sales manager of 
Disston Div. 


* Theodore R. Armstrong, a veteran 
of 27 years in the building products 
industry, has been named director of 
distribution, architectural and building 
products for Reynolds Metals Co. 


* Jack R. Kruizenga has been elect- 
ed vice president-sales of Great Lakes 
Screw Co., Chicago. 


* George E. Hall, Milwaukee, has 
been appointed to the newly created 
post of manager, sales development, 
construction machinery division, Allis- 
Chalmers Manufacturing Co. 


* John S. Brandis was elected execu- 
tive vice president of Georgia-Pacific 
Corp., Portland, Ore. 


¢ William F. Oswalt, has been elected 
executive vice president of The Stanley 
Works, New Britain, Conn. 


* John J. Chalmers, president of Lord 
and Bushnell Lumber Co., Chicago, 
celebrated his 55th year with the com- 
pany on June 6. 


¢ W. Jack Fowler has been appointed 
advertising and publicity director of 
Gang- Nail Sales Co., Inc., Miami. 


* William B. Courtney has been ap- 
pointed vice president in charge of 
marketing at SpeedWay Manufacturing 
Co., LaGrange Park, IIl. 


¢ Andrew J. Watt, who joined Mason- 
ite Corp. in February as assistant to 
the president, has been named vice 
president-marketing by the board of 
directors. At the same time, directors 
announced that Paul B. Shoemaker 
and William A. Cotton have been 
named executive vice presidents. They 
also made Victor R. Marsh, a director 
who is executive vice president and 
general manager of a_ subsidiary, 
Marsh Wall Products, Inc., Dover, O., 
a vice president of the parent com- 
pany. 


Welsh Name Change 

MEMPHIS—Welsh Plywood Corp., 
a subsidiary of E. L. Bruce Co., has 
changed its corporate name to E. L. 
Bruce PlyWelsh Co., Edwin L. Bruce, 
Jr., president of both companies, has 
announced. 

A Welsh subsidiary, Match-Mold, 
Inc., will be known as Bruce Molding 
Co. Match-Mold produces PlyWelsh 
moldings. 
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Do-It-Yourselfer is a Spender 


WASHINGTON—About one out of 
every three dollars spent last year by 
American home owners for upkeep 
and improvement of their property 
went to buy materials for do-it-yourself 
projects. 

This estimate of the do-it-yourself 
market was made by the Census Bu- 
reau, which called it important but 
not dominant in the home improve- 
ment expenditure picture. 

In the first comprehensive survey 
of the home repair market, Census 
found that all residential property 
owners spent more than $13 billion in 
1960 for upkeep and improvement. 

Of this amount, $9'% billion was 
spent by resident owners of 1-4 unit 
buildings with nearly $8 billion spent 
by owners of single-family homes. 

Owners of 1-4 family properties 
paid almost $3 billion to buy materials 
for work which was done without pay 
by themselves or members of the 
family. 

Census pointed out that the $3 bil- 
lion figure did not reflect the full 
value of do-it-yourself maintenance 
and modernization work because no 
estimate was made for the labor or 
cost of tools and equipment. 

Labor costs are included in the 
$614 billion which homeowners spent 
for contract or hired-help jobs. 


Do-it-yourself dollars were spent 
principally for alterations and paint- 
ing. Alterations on the property out- 
side the home were the only class of 
expenditures for which more do-it- 
yourself than contract or paid-labor 
dollars were reported. 

The jobs classified as outside altera- 
tions range from building walkways 
to swimming pools and include in- 
stalling barbecues, building patios, 
putting up fences, grading land and 
so on. 

About one-fourth of the money 
spent on interior alterations and less 
than one-sixth spent on major replace- 
ments was for do-it-yourself jobs. 





Buyer Registration Opens 
For National Hardware Show 

New York—Buyer pre-registra- 
tion has opened for the 16th National 
Hardware Show to be held at McCor- 
mick Place, Chicago, October 2-6. 

More than 45,000 buyers attend the 
National Hardware Show every year 
and about one-third register in ad- 
vance, according to Frank M. Yeager, 
show managing director. 

Forms may be secured by writing 
National Hardware Show, 331 Madi- 
son Ave., N.Y. 17, NY. 


Plywood Promotion on TV 

TacoMA—To win broad public ac- 
ceptance for plywood, the Douglas Fir 
Plywood Assn. will go on TV next 
fall with a 30-minute weekly news pro- 
gram featuring Dave Brinkley of the 
news-casting team of Huntley and 
Brinkley. 

Approval of the TV series was given 
DFPA by 87% of the membership 
attending a general meeting, which also 
approved a special dues increase. This 
increase is expected to produce an es- 
timated $3.6 million over a two-year 
period. 

The TV budget will be in addition to 
money spent for the basic promotion 
program which amounts to about $5 
million for quality control, research 
and trade promotion. 

“This is the most important decision 
the industry has made since it inau- 
gurated a national promotion program 
in 1938,” said W. E. Difford, DFPA 
executive vice president. 

DFPA said this was the first time 
any element of the forest products 
industry has used the selling power of 
IV in behalf of wood building prod- 
ucts. The idea originated with a group 
of southern Oregon producers sparked 
by Robert G. Davis, general manager 
of Southern Oregon Plywood. 

Plywood’s two major problems— 
overproduction and competition from 
new materials—plus a wave of pro- 
motion from these new competitors, 
led to the decision to try TV. 





flexbac * 
MASKING TAPE 


new packaging with 


consumer appeal 
for easier display 
and more im 


pulse sales! 


BIG PROFITS 


in a 
Taalelimeee lak 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalis 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 





SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 
Write for our free booklet, You can get 
real dollar savings through safe lumber yard 
operations, which explains how costly unsafe 
practices can be and shows how our 
Safety Engineering department can save 


money for your lumber yard. Write Lumber 
Insurance Department. 


LumbermensS (GUL) GN 


a division of Chicago 40 
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NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 

packaged in eye-catching self- 
display cartons for impulse sales 
15 matching wood colors and 
white for perfect matching of 
a.! popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you're not handling Famo- 
wood now, get the facts today 
Literature, prices, etc., sent im- 
mediately. 

(Distributor inquiries invited.) 


putty, sticks like glue; dries 
quickly; won’t shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 


BEVERLY MANUFACTURING CO. 


. io 
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CYCLOPEDIA 
OF 
BUILDING 
TERMS 


AMERICAN LUMBERMAN S 


Cyclopedia 


of BUILDING TERMS 


Berides <aateining the femens Cyclopedia of Beliding 
Terms thie beet brings yee efter veiwebie « 
fonews 


te Meese Creu Section with Stracters! Parts ond 
Membes: eenrtes 


1 Srendaré Bereits ter Howse tremang 
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0 Ctessery of Milwerk Term: end Abbrerences 

8 Abbreviation: Used by Bretemes 

D Arehitectere! Symbeh Used fer Plembing Wiring 
Materiel Wieder: en Beers 

% Beiiding Material Check List 

ft Stenderd Fir Door Denigas one Spec ite ation: 

t Menderd Steck Penderese Pine Meduter Windows 
eed Doors 


t Stenderé Stee! Moduler Residence end Hewving 
Coroments 


& Typical Specitications tor « Howse 


the FUNDAMENTALS 
LOIN MATERIALS f 


Compiled by American Lumber- 
man 75¢. Useful to newcomers 
in the industry and experienced 
personnel alike. A handy refer- 
ence to: over 1,000 building 
terms, charts and tables; funda- 
mentals of light construction; 
legal terms connected with the 
building field. 


Single copies 75¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 
59 East Monroe Street 
Chicago 3, Illinois 


Send me. copies of ‘Cyclopedia of 
Building Terms.'' Money to cover is enclosed. 


Nome 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
cash discount 


No agency commission or 


allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








Manager for store-type retail lumber com- 
pany in rapidly growing city within 50 
miles of Chicago. 30 to 40 years of age pre- 
ferred. State experience, expected starting 
salary. Have complete paint and hardware 
departments and later will expand into 
home construction field. Potential almost 
unlimited. Last year’s volume $500,000. Ad- 
— Box P-68 Building Materials Merchan- 
iser. 





SALES REPRESENTATIVE WANTED 


Well known Midwest Wholesale Lumber 
Company with own Lumber and Plywood 
production is establishing Industrial Sales 
Territories. Needs _ intelligent, personable 
salesman. Familiarity with Industrials help- 
ful. Lumber and Plywood experience im- 
portant. Must be willing to travel extensive- 
ly. Desirable Pension Program and Hospi- 
talization Plans available. In reply outline 
personal history and previous employment. 
Reply to Box P-70 Building Materials Mer- 
chandiser. 





SITUATION WANTED 











Man with 25 years’ experience as yardman- 
counterman wants job in Northern Illinois— 
Southern Wisconsin. Address Box P-69 
Building Materials Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Well known, long established company—man- 
ufacturers of Aluminum Sliding Patio Doors 
—seeks the assistance of established sales 
agents. Residential building contractor with 
single dwelling, as well as those with larger 
projects are interested in our product, 
“Sceneramic,” Aluminum Sliding Patio 
Doors. This quality product we offer is in 
the moderate to lower price range. Please 
reply, stating territory covered and products 
handled. Give us full particulars in your 
first letter and furnish references. 
Write to: ORO Manufacturing Co., 
1425 Michigan Ave., Adrian, Michigan 





SALES REPRESENTATIVE 
WANTED 











Manufacturer’s Representatives—With fol- 
lowing in lumber yards, and home specialty 
trade. Introduce Twin Tilt Window Hard- 
ware into new territories. This new window 
hardware converts double-hung windows 
into windows that tilt for easy cleaning in 
minutes. Many other advantages. Tremen- 
dous sales success wherever shown. Liberal 
commission. Send details of experience and 
line now handled. Write Twin Tilt Window 
Hardware Co., 141 Steuben Street, Pitts- 
burgh 20, Pa. 





Wanted Salesmen who can produce. Forest 
Products Company, Box 136, Spokane, Wash. 





SLIDING GLASS DOORS—Fastest selling 
new product in the building industry. 
Agents, calling on lumber, building material, 
hardware accounts. Write L. L. Putzel, 
General Sales Manager, Arnold Altex Alu- 
minum Co., 6721 N. W. 36th Ave., Miami, 
Fla. 





BUSINESS FOR SALE 











LUMBER YARD FOR SALE 
For sale retail lumber yard and hardware 
store in southeastern Iowa. Newly remod- 
eled showroom and office. Plenty of lumber 
storage. Building, land office and equip- 
ment. Will invento: Address Box P-56 
Building Materials Merchandiser. 





Lumber, Millwork, Building Material Busi- 
ness, Frontage U. S. Highway. Private Sid- 
ing. Buildings, Inventory, Equipment, Re- 
tiring, Price $33, 00. Low overhead, money 
maker. Contact owner. Walt Swanson, Route 
1, Lake Geneva, Wis. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 
Available 120 mbf 1 x 4 S4S 25/32 C & Btr 
(10%D) Soft textured Mexican Ponderosa 
Pine. Write American Representative, P. O. 
Box 88, Ft. Worth, Texas 





Lumber Carrier 30,000 lb. capacity, used 
Ross, excellent condition. Fork Lift Truck, 
15,000 lb. pneumatic tires. Manufactured 
1955. Power steering and brakes excellent. 
KEN MESLOH, Box 421, Hempstead, Long 
Island, N. Y. phone JUdson 6-3700. 





LOW COST STORAGE—Two men can 


build this 12’x20’ treated pole-type 
carport-toolhouse in two weekends for 
less than $600. Hardboard siding re- 
quires no diagonal bracing and slab 
can be laid later if desired. With minor 
changes the structure can become a 
greenhouse, cottage or playhouse. In- 
structions from Masonite Home Service 
Bureau, Dept. BMM, Suite 2037, 111 W. 
Washington St., Chicago 2. 
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Building 
Miaterials 


MERCHANDISER 


How’s Business? 


Building Materials Dealer Sales Pulse 


Marketing Regions 


Zone 2 
Middle 
Atlantic 


Zone 3 
South 
Atlantic 


Zone 1 
North 
Atlantic 


Sales: May ‘6! vs. 
May "60 .... : 
Sales: 5 months ‘61 vs. 
5 months ‘60 .. oes ‘ — 8% 
Accounts receivable 
"61 vs. 
"60 ‘ — 5% 
Inventory: May 31, 
vs. May 31, 
Next quarter's sales 
estimate ns t +-10% +- 5% 
May weather ... i Rain Good 


—15% 1 30% 


ax» 9% — 3% 


Wet weather continued to plague building activities in many 
parts of the nation during May. Western pine species slumped 
slightly as demand failed to materialize. 


Wholesale commodity prices in May held at 119.1, using 
1947-49 as 100. They were 119.7 for the same period a year 
ago. 

Freight carloadings in the first two weeks of May rose from 
544,000 to 551,000 cars. 
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Good "Rain Rain 
Plywood imports from Japan (ail hardwood) far surpassed 
those from any other country in the first quarter. They totaled 
127 million sq.ft. 


Well back in second position was the Philippines with 24 mil- 
lion sq.ft., closely followed by Taiwan (Formosa) at 22 million. 


Other nations in the top 10 exporting to the U.S. were Finland, 
Canada, Surinam, French Equatorial Africa, Guatemala, 
Brazil and Mexico, the Commerce Dept. said. 
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KANSAS CITY, Mo.—Southwestern 
Lumbermen’s Assn. has adopted a new 


service to protect homeowners by in- Mowe Steal Co. 


Archer-Daniels-Midland Co. 


Her-Bana Co. ..... 
Homasote Company 


forming them of details of the me- 
chanics lien law. 

Until now, such notices sent directly 
by the dealer stood the risk of offend- 
ing contractor and carpenter customers 
on these jobs. To solve this problem, 
homeowners now receive a postcard 
from Southwestern Customer Research 
Service postmarked Kansas City with 
this message: 

“For your protection, your attention 
is called to the Mechanics Lien Law 
of your state as it is important to you. 
Briefly stated, the law provides: 

“*That any person who supplies ma- 
terials or performs work on homes, 
buildings and improvements shall be 
entitled to a lien on such structures in 
an amount equal to the value of the 
materials furnished or work _per- 
formed.’ 

“To avoid the possibility of having a 
lien filed on any of your real property, 
we recommend that you require the 
contractor to furnish you with a writ- 
ten release from the concerns who fur- 
nish the materials and/or labor be- 
fore making settlement. If additional 
information is required, consult your 
local attorney.” 

Southwestern dealers merely order 
a minimum of 25 of the printed post- 
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cards at 5¢ each from their associa- 
tion office, fill in the cards with the 
property owner’s name and address 
and return in an envelope to the as- 
sociation office, where the cards are 
mailed back to the homeowner. 
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Blueprint for Effective 
Management Performance 


By ART HOOD 


Written especially for BUILDING MATERIALS MERCHANDISER 
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Materials Merchan- 


ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
University. His ar- 
ticles appear regu- 
larly in this maga- 
zine. 











The New Packaging Shift in the Merchantable Construction 
Industry will require new creativity in planning and organiz- 
ing on the part of all levels of the industry's management. 


Here is a comprehensive questionnaire covering the step-by- 
step process of creative planning and organization: 


1. What is the clearest possible statement of major and 
secondary objectives? 


. What are the realistic forecasts and projections of ac- 
complishment? 


: pee ie foe Deve, poeciery antenna ean oe 


. What are the pertinent facts the inane 
and problems? a concerning 


; What ar the safe and acute sumptions? What ex: 
culated risks? 


. What key operating principles and onbiides are involved? : “45 
. What new principles and policies should be established? — 


. What new or improved strategies are to be applied? 
. What fresh tactics will be employed? 

. What new or revised methods will be used? 

. What step by step procedures are projected? 

. How will the work be divided? 

. What is to be the sequence of the work segments? 


. What are the logistics of materials, instruments, facili- 
ties and equipment? 


. What money is needed and what are the details of in- 
put, output, and returns expected? Projected outflow 
and inflow of cash? 


. What time schedules are practical? How can you assure 
velocity impetus and momentum in the program? 


. What manpower is needed? Who will do the work? 


18. What are to be the relationships between the people 
involved? 


19. What will be done to assure adequate motivation, com- 
— high morale, enthusiasm and effective coop- 

20. What training is, needed? By whom? Where? When? 
How? With what? 


‘What ar ae os bs 
— By whom? 


. To whom is the central responsibility assigned? 
will be delegated. 
A cn eth ae ona 


24, |. What operational standards wil be established? Are per 


tinent laws complied with 


25. What are the criteria of accomplishment, testing and 
evaluation? 


26. What rts are required? By whom? To whom? How 
enforced? How handled? 


27. What contingencies and emergencies may develop? How 
and by whom will they be handled? 


28. What modifications may be needed periodically? 


29. What steps should be taken to multiply the use and 
benefits of the success patterns established? 


30. Out of this accomplishment, what advanced objectives 
and plans may be projec 
oe = ere and mount this blueprint agi 
erence when planning, organizing or appraising their own - 
and others’ work. ~ 4 
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